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The popelerty preven, pee? Oe ad large segment of the indus- 


of beverage flavors which has made ALVA the 9 os try, involving both franchise 

" a, > | companies and their bottlers as 

of successful bottlers everywhere ...... ss = 6| well as private line bottlers, is 
presently occupied with experi- 
ments in packaging. These have 
taken the form of changes in 


BIRCH BEER LEMON -LIME i wa Sa ea . 
? shapes and sizes of bottles, use of 
CHERRY LIME Rs | ; | the one-way bottle, cans, carton- 


CHERRY (BLACK) ORANGE a Tat | ing and casing in paper, plastics 

CHOCOLATE CREAM ALVOR 3 and metal. 

COCOA CREAM 3 ORANGE-PI ae , . "4 Engrossed with one or more of 
: oo * ~ these phases have been such com- 


COCOANUT-PINEAPPLE PINEAPPLE pee i, panies as Dr. Pepper, Coca-Cola, 
CREAM QUINALVA pe es a ie _ Nehi, Dad’s, Orange Crush, Can- 
GINGERALE (Quin Be eed lege. ada Dry, Mission, Cott’s, Get-Up 
* Bs and many others. Since this is 

mixer) ae . ae | obviously only the beginning of 

the movement, dozens of other 


companies will be doing likewise, 

before many months have passed. 

The packaging factor has also been 

recognized by the national associa- 

tion by being incorporated into the 

Philadelphia national convention 

program, to which, incidentally, a 

sizeable portion of this issue is de- 

or M . —. . voted. Primarily, the national meet- 

ALVA labo torie ee fe . ing discussions will be devoted to 
ormition. Ne. 4 : i | the bottle vs. can controversy. But 
Z seemingly a lot of the heat has gone 


ors Bottlers c wi Dru . : out of the argument because of the 


a ey 
listing of flavo ye , cu e poor showing made by canned soft 
4 SSN GeeMaes SS? er drinks this past summer. 


Constantly growing in strength 
is a movement toward some form 
of national advertising cam- 
paign, and pressure on A.B.C.B. 
to get started on this is mount- 
ing. An industry-wide supported 
promotional effort was tried 
abortively quite a few years back; 
the subject has cropped up time 
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Beverage Business Activities 


NOVEMBER, 1954 


Late News Developments 








Dr. Pepper Company Field Tests Cans, 
New Size Bottles and Non-Returnables 


Datias, Texas, Oct. 20 — Dr. 
Pepper Company announced it is 
beginning the most comprehensive 
tests of soft drink containers in the 
industry’s history. 

President Leonard Green, at a 
press conference in the company’s 


national headquarters in Dallas, 


disclosed. 

1. Dr. Pepper will make its first 
national appearance in cans begin- 
ning in St. Louis, Wednesday, Oct. 
20. The St. Louis test, which will 
involve two sizes of cans, will-also 
mark the first time Dr. Pepper will 
appear in a 12-ounce container. 


2. The St. Louis test will be con- | 


ducted through the company’s lo- 
cal bottling plant, a method which 


Glass Container Association 
Schedules Meeting 


New York, N. Y.—The semi- 
annual meeting of the Glass Con- 
tainer Manufacturers _ Institute. 
Inc.. an association of 
eight manufacturers of glass con- 
tainers, metal and moulded clos- 
ures, and supply industries, will be 


held at the Broadmoor Hotel, Col- | 
orado Springs, from Monday, Oc- | 


yer 25 ough Wednesday. | ig Seer 
tober 25th, through ednesday ‘the can through local distributors 


the 27th, according to Victor L. 
Hall, GCMI’s general manager. 


*Seven-Up” Opposition 
to “Snap-Up” Registration 
Upheld 


St. Louis, Mo. 
gressively promoting 
ing its famous trade name wher- 
ever and whenever it feels its 
rights are being infringed upon. 
In its current advertisement in the 
trade press, it points out that the 


at p Co. is ag- 
and _protect- 


sufix “Up” does not suggest gen- 


eric usuage, or describe for the 
public a specific flavor. 

The Patent Office, on August 11. 
1954. denied Essential Products. 
Inc., of New York, a petition for 
a second appeal in its effort to reg- 
ister “Snap Up” as a trade-mark 
for a soft drink. Its application had 
been opposed by the Seven-Up 


(Continued on page 4) 
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will be followed in 
where Dr. Pepper has independent 
bottlers. 


other areas | 


5. The company believes that 
no-deposit, no-return soft drink 
containers will push national con- 


3. The company plans a series | sumption of soft drinks far above 





omen 


ing, Soft D 


fo 
DrPepper | 
Ne, 
KING SIZE” 
Sh 


With Dr. Pepper’s introduction of cans into the St. Louis market, 
these four different types and sizes of containers will be offered 


to consumers in that city. 


‘of 10 introductions and tests of 


seventy- | 


throw-away containers in strategic 
cities throughout the nation start- 
ing within six months. 

1. Dr. Pepper may be able to 
fill the major gaps in its drive for 
national distribution by marketing 


in areas where there are no Dr. 
Pepper bottling plants. 


present levels of 28 to 30 billion 
| bottles annually, and take a larger 
‘share of the business yearly. 
Further, Green said, Dr. Pepper 
will be the first of the major brand- 
name products to test throw-away 
containers on such a comprehen- 
sive scale. He said the scope of the 
program was designed for finding 


(Continued on page 4) 


Coke Testing Its New Bottles for Durability ; 


Cost Factor Important. 


ATLANTA, GaA., Oct. 25 — The 
Coca-Cola Co., which last month 
announced its intentions to inaugu- 
rate its first packaging changes, 
involving the bottle, in more than 
60 years, is reported field and lab- 
oratory testing four or five differ 
ent sizes of bottles for strength. 
The cost factor of the bottles js 
also being checked, pending de- 
cisions, which have not yet been 
made, to where the 


as 


sizes will be actively marketed in | 


company-owned operations. 


The new size bottles, which 
range from 10 oz. to a “short 


quart,” all bear a strong family 
resemblance to the standard Coke 


(Continued on page 4) 


various | 


Cedar Rapids Coke 
|Prices Raised to $1 

Cepar Rapips, 14.—The whole- 
sale price of Coca-Cola here rose 
'to $1 a case early in October. 

James B. Jones, general man- 
‘ager of the Cedar Rapids Coca- 
Cola Bottling Company. said ris- 
ing production costs are respon- 
sible for the boost. 

He said Coca-Cola was first sold 
in the Cedar Rapids-lowa City 
area in 1904 and that Wednesday’s 
|increase marks the first time the 
_wholesale price of the beverage has 
ever exceeded 80 cents per case. 

Jones said the 

(Continued on page 4) 


increase means 


Pennsylvania 


PittspurRGH, Pa.— The Penn- 
sylvania State Dental Society dur- 
ing October, at a meeting in this 
city, formally demanded that the 
sale of candy and soft drinks be 
forbidden in all schools. The So- 
ciety’s House of Delegates passed 
a resolution to that effect, which 
demanded that State aid for den- 
ital clinics be withheld from those 
hool districts permitting sales of 
soda water and confections. 

The resolution was sent to Dr. 
| Russell E. Teague, State Secretary 
of Health, with a plea for action 

The usual reason was advanced 

blaming the sugar component 
of these products for dental caries. 





; SC 


Coke Bottler Buys 
Canada Dry Plant; 
Plans to Can Tru-Ade 
‘and Canada Dry 


BIRMINGHAM, ALA. Crawford 
Johnson & Co., Coke bottlers in 
| this city for the past 52 vears. have 
‘announced their purchase of the 


| Canada Dry Bottling Co., Birming- | 


|ham. The company will continue 
| . s rh 
to bottle Canada Dry and Tru-Ade 


| products, and service the full area | 
it is now covering with Coca-Cola. | 


It further announced that it was | 
| purchasing equipment to can both | 
products. Charles _L. | 


(of its new 
Watkins, who has been with Craw- 
ford Johnson for 20 years, has 
been put in charge of the newly- 
acquired operation. 


‘No-Cal’ Girl Sought 
BrRooKLyN, N. Y. A 


“Miss No-Cal” girl is being sought 
by Kirsch Beverages for the com- 
|pany’s forthcoming Golden Jubilee 
celebration. Single girls over 18 
years of age are eligible. Girls 
seeking the title are asked to sub- 
mit photographs and physical sta- 
tistics to the company’s offices. 
Midge Ware, model and actress, 
was the first “Miss No-Cal.” and 
her physical perfection was widely 
featured on company advertising 

The model chosen will na- 
tional publicity. 


second 


vet 


Dentists Ask 


Soft Drink Ban In Schools 


‘Booklet Offers One-Way 
‘Bottle Merchandising 
Suggestions 


ToLepo, On10o—Marketing con- 
isiderations for the packaging of 
|carbonated beverages in One-Way 
‘glass bottles are outlined in a bro- 
chure which has been produced by 
the Beverage Division of Owens- 
Illinois Glass Company, Toledo, 
| Ohio. 
| Listed as important items that a 
‘bottler should consider when 
|adopting the One-Way bottle are 
‘distribution, bottling operations, 
| package development, pricing, and 
promotional kickoff. 

Owens-Illinois sets forth in the 
| brochure that until the summer of 
| 1954, when the tin can entered the 
‘carbonated beverage field through 

intensive promotion, it had_ re- 
frained from active promotion of 
the One-Way bottle for carbonated 
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This is a photograph of the brochure 
developed by Owens-Illinois Glass 
Company, Toledo, O., which outlines 
merchandising conditions in connec- 
tion with the use of One-Way glass 
bottles for the packaging of carbon 
ated beverages. 


beverages. This attitude, the bro- 
chure states, was in deference to 
the company’s many longtime cus- 
tomers who continued to rely on 
traditional returnable bottles as the 
only practical and profitable pack- 
age. 

The glass company states 

(Continued on page 4) 
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the facts submitted in its booklet 
are being offered for the guidance 
of its customers in keeping with 
the company’s policy of providing 
marketing assistance to users of 
O-I products. 

Shown in the brochure are sug- 
gested recommendations for neck 
and body labels, carry-home car- 
tons and corrugated shipping con- 
tainers, use of family-size bottles, 
and basic ingredients for good 
kickoff display promotions. 

Additional information about 
the One-Way brochure can be ob- 
tained by writing the nearest 
Owens-Illinois Glass Company 
branch. 


D. C, Pepsi Prices Upped 
to 96 Cents 


WasuincrTon, D. C.—The Pepsi- 
Cola Co. said it will expand opera- 
tions in the Washington area to at 
least double their sales. “We are 
prepared to spend $500,000 be- 
fore we get through,” said Presi- 
dent James W. Carkner. 

The bottling company has just 
expanded its plant at 901 17th St. 
N.E. Other expenditures will be for 
trucks, vending machines and plant 
equipment. 

Meanwhile, Pepsi raised the 
price on a case of 8-ounce bottles 
from 80 to 96 cents in line with the 
Coca-Cola increase. 


Dr. Pepper Field Tests 


out which package or packages 
Americans prefer when buying 
soft drinks. 

The St. Louis introduction will 
be followed shortly by tests of 
cans “somewhere in the Southwest, 
probably Dallas,” officials added. 
One-way bottles will be moved into 
a major market along the Eastern 
seaboard before the end of the 
year. 

Other areas to be included in 
the far-reaching program are the 
West Coast, the South, and the 
Midwest. 

Two types of 12-ounce cans—a 
flat-top and a crown-top—and a 
6-ounce crown top can will be mar- 
keted by Dr. Pepper in St. Louis. 
It will mark the first time in the 
history of the firm that a 12-ounce 
container will be tested. Present 
bottle size is 614 ounces. 

One important phase of the St. 
Louis test will be in determining 
the effect of the can on the present 
bottle. Both will be on display in 
the retail grocery outlets. 

The standard bottle will con- 
tinue to be Dr. Pepper’s mainstay. 
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I DON'T CARE HOW THIRST-— 
QUENCHING AND ENJOYABLE 
THAT SODA POP !15-- TAKE 


Trying To Shove It Down His Throat 
















Electric Eye Defeats Suit 
Against Bottler 
ParKERSBURG, W. Va.—A_ 38- 
year-old Pt. Pleasant woman lost 
a $5,000 suit against the Coca- 
Cola Bottling Co. after witnesses 


for the defense testified that an 
|electronic eye inspection device 
“kicked out any bottle of Coke 


bearing a foreign substance.” 
Mary Hyre, who brought the 


suit against the local firm, said 
she cut her throat on a piece of 


glass that came from the inside 


of a Coke bottle. 

Parkersburg Police Chief O. C. 
Boles and Wood County Sheriff R. 
C. Hoblitzell, witnesses for the de- 
fense, said they attempted to get a 


'marked bottle of Coke bearing a 


foreign substance through the 
“eye” but that it could not be 
done. 





Seven-Up Opposition 


Company. 

The Examiner of Interferences 
had sustained the opposition and 
then upon appeal Assistant Corz- 
missioner of Patents Leeds had af- 
firmed the Examiner. 

Essential Products, Inc. had 
been using for a long period of 
time the trade-mark “SNAP” for 
soft drinks. It began using “Snap 
Up” on a lemon flavored beverage 
and filed its application for regis- 
tration of that mark. 

The Assistant Commissioner in 
her opinion, from which a further 
appeal was attempted, said in part 
and concluded, as follows: 

“In its (Essential Products. 
Inc.) brief it admits that the later 
product is a lemon flavored bever- 
age and claims that “Up” desig- 
nates a lemon flavored drink. 
There is nothing in the record te 
support such a claim.” 


Coke Price Rise 


that mechanisms requiring six 
cents are being placed on all Coca- 
Cola automatic vending machines, 
and that the price of a six-bottle 
carton will from about 25 
most stores to about 30 


rise 
cents in 
cents. 
“We were reluctant to boost the 
price,” he said, “because we have 
maintained an 80-cent-per-case 
price throughout the war and post- 
war period when prices on nearly 
everything were going up. 
“However, we have reached the 
point where no further economies 
can be made. If we are to continue 
to pay our employes the wages they 
deserve, operate modern equip- 





ment and give our customers the 
service they deserve, it is neces- 
sary to raise the wholesale price 
of Coca-Cola. The retail price will 
be adjusted too.” 


Botiier Denies Name 
infringement 


SCHENECTADY, N. Y.——In a 
strongly worded statement, the 
Hershey Beverage Corp. moved for 
dismissal of a recent complaint by 
the Hershey Chocolate Corporation 
of Pennsylvania. The Pennsylvania 
company had previously alleged 
that use of the name “Hershey” 
iby the local company tended to 
cause confusion in the minds of 
the buying public. 

In a brief filed at Utica, Max 
_Hershkowitz, attorney for Hershey 
Beverage Corp., charged that since 
| 1933 the plaintiff (Hershey Choc- 
‘olate) has had knowledge of the 
legally registered trade name of 
iis firm “and not instituted any 
action, but has permitted the de- 
‘fendant to expend great sums of 
'money to earn public acceptance 
‘and good will in the trade without 
making any protest or objection”. 

In 1944 the firm registered in 
| New York the trade mark “Hershey 
Soda.” 





|Coke’s New Bottles 

|bottle and are all of the deposit 
type, although a non-return pack- 
age has not been ruled out. De- 
which will put the 
packages into service within two 
months were being made during 


cisions new 





the last week in October. 
Marketing tests will be 
| ducted in at least 4 different areas. 


con- 





THE WEATHER AHEAD 


The outlook for the period from mid-October to mid-November calls for 


country, except in the North Atlantic 


abnormal warmth experienced during the pzst 30 days. Above normal tem- 


peratures are predicted in the western 


expected to exceed normal in most areas east of the Mississippi. 


States, in marked contrast to the 


half of the country. Precipitation is 
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temperatures to average slightly below normal in the eastern half of the 


| 


wonmat ZA 


NEAR 
NORMAL 


BELOW 
NORMAL | 


MUCH BELOW 
NORMAL . 





















git MUU es 

- ueavy [7 

pRECHPITATICHS » MODERATE ] 
MID-OCT. TO MID-NOV. 1954 N. weer 3 






: y Y WY Yl Y/ 
go 


4 




















National Bottlers’ Gazette, November, 1954, Vol. LX XIII. No. 873. Published monthly by Keller Publishing Compary at 9 East 35th Street, New York 


i6, NN. Y¥:: 


4 $5.00 a year, 75c a copy, Canadian subscription, $5.00; Foreign $7.00. Entered as Second-class matter, March 31, 1882, at New York, N.Y., 
Post Office, under Act of March 3, 1879 












agen 




































COME TO THE 
— CONVENTION 





Se ae Fee er 4 
Se ee ered - ‘ é 5 
fee S 




















WL 























CONSOLIDATED 
CORK CORP. PADS IS SSIS 
es —> BIRTHDAY 
PARTY 
POSSI SISOS 


at the BELLEVUE STRATFORD HOTEL, PHILA. 
NOV. 14, 15, 16, and 17 

Z EVERY NIGHT FROM 6 P.M. ON 
4 - on IN THE CLOVER ROOM 

Zs BE OUR GUEST! 


BiG PRE-CONVENTION PARTY 
Sunday Evening, Nov. 14th 





VA 
CONSOLI DATED CORK 


November, 1954 








FEATURE ARTICLES 


Soft Drink News 
How to Cut Personal Taxes 


What the Soft Drink Bottler Can Do to 
Increase Supermarket Sales 


A.B.C.B. Convention-Exposition 
Floor Plan 
Serious Business— and a Fun Fest 
Convention Program ' 
Things to See at the Show 
The Social Whirl 
The Show Goes On 


Beverage Price Map 


Four Day Open House Party Launches 
Vernor Plant 

















Connecticut Urges Industry Cooperative 
’ Campaign 

_ Hiawatha Bottlers Group Meets—Local 
ba Probiems Aired 

: Z| Five Ways to Buy Machinery 


Optimism Voiced at South Carolina 
Convention 


$2 Million Pepsi-Cola Plant Starts 
Production in Toronto 


Are We Entering a Two Plant Era? 


19th Annual Convention Biggest Meeting 
In NAMA’s History 


One Man’s Opinion 





Among the Bottlers 

Problems Confront the Small Bottler 
No More Bottlers! 

A Half Century of Bottling Soft Drinks 


State Regulations on Dietetic Beverages 


Camera Highlights 48 What's New 
f Technical Tip Sheet 57 Maintenance 
| ‘ ‘ Brochures& Catalogs 62 Classified 
Names in the News 120 Advertising 


Advertisers’ Index 140 


16 
17 
21 
22 
26 
28 
32 


36 


38 


50 


53 
54 


58 


59 
65 


70 
89 
97 
100 
109 
110 
113 


123 
131 


136 






dant be old-fashioned. - How to Cut Personal Taxes 


Under the New Law 


“7 us 1954 Revenue Code has opened the door to. 
| new tax benefits. But, as indicated in the preceding 
If you still bathe in a wooden issue, careful planning during the year may often” 
: : 5 | provide the real key to maximum savings under 
tub, skip this ad! But if you keep these new opportunities. This second installment, ~ 
up with progress and are inter- therefore, continues to alert bottlers to changes in 
the law which are of this nature. 7 








ested in cutting your operating 





Reducing Taxable Gain on Sale of Personal 
Residence Tax saving where another 





costs 50% or more by saving 









































time, labor and trouble, write us residence is acquired b 
for full information on the Evans Under the old law (and the new), when a resi- . 
. . dence was purchased to replace the one sold, the _ 
Automatic Unit, the modern sys- ‘ 
y profit on the sale would be taxed only to the extent 7 

tem of heating bottle washer | that the selling price of the old home exceeded the 
: : | cost of the new residence. However, in arriving at ™ 
solution. ; a 
the selling price for this purpose, no deduction was 
| allowed for customary pre-sale “fix-up” expenses, n 
te 


such as repairs, painting and the like. 

The new law corrects this situation by permitting 
| the selling price to be reduced by these so-called Ww 
“fixing-up” expenses. However, in order to bar the 
























(repairs, decorating, etc.) is generally personal in 
nature and hence would not be otherwise deduc- 


¢ possibility of a double deduction, expenses which are Ss 
.. deductible elsewhere in the return or which should i 
| | é be added to the cost basis of the home sold (improve- C 
| ‘ ) ‘ om ments) cannot also be treated as a “fixing-up” cost. 

Send For Our Booklet | ) oe As a practical matter, though, “fixing-up” work a, 


“THE CALORIFIC IS TERRIFIC" 


and Names of Users Near You ; | — ; 
—_£ tible. 


. : The new law also requires that “fixing-up” 
1 work be 
(1) Performed within 90 days before the con- 
tract to sell is entered into, and 
. - (2) Paid for within 30 days after the sale. 
preteen eee = Mail This Coupon) «<<<{<5=<===; “J! | ee It’s extremely important, therefore, that “‘fixing- T 


a 











: G. C. EVANS SALES COMPANY : up” expenses and related payments be timed < 
; LITTLE ROCK, ARKANSAS 1 properly. ae 
1 Without obligation on my part: [) Mail literature or [] Have an ' Unfortunately, the tax picture is not as pretty 
: Evans representative call on me in the near future. : Saves as it appears at first glance. A second look will 
' Make of Number of Bottles 4 disclose these flaws: 
y Washer Compartments Wide i ‘ 
1 NAME : Operating —— } 7 
! ADDRESS 1 This article is part of a series on the subject of 
' ' tax savings for bottlers of soft drinks, prepared 
i i Costs by David C. Anchin, C.P.A., and Julian S. H. 
OB I ER A OILS Loe a a a Weiner. Mr. Anchin is a partner of the firm of 
Anchin, Block & Anchin, a New York firm of 
certified public accountants. Mr. Weiner, also Pre 
a C.P.A. and attorney, is associated with the I 


| firm. Both men have written extensively on the 
SALES AND ; subject of Federal taxation. This is the first of | 
> Pa MANUFACTURING € a number of articles analyzing the provisions E 


—and their application to you—of the revised 


FACTORY & SALES OFFICE IN LITTLE ROCK, ARKANSAS __ | Federel Revenue Code. 
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1. No deduction for “fixing-up” expenses is 
allowed where the home is sold without being 
replaced. 


2. Even where the deduction is permitted, in the 
case of a sale with replacement, the law does not 
really reduce the amount of profit subject to tax. 
It only postpones the day of reckoning (taxation) 
for the balance of the gain not taxed at the time 
of sale. 


3. Taxpayers are practically required to pre- 
dict the date of sale in order to meet the time 
limit prescribed for performing the fixing-up 
work. 


It may be easier to understand the above results 
by bearing in mind that “fixing-up’”’ expenses are 
not deductible in determining how much profit is 
made on the sale. They are only deductible in figur- 
ing how much of the profit will be taxed immediately 
where another residence is bought. The tax basis 
of the new home, however, must be reduced by the 
amount of profit not taxed at the time of sale. As a 
result, this portion of the profit may eventually be 
taxed upon disposal of the new home. 

Perhaps the picture can be further clarified by 
way of an illustration, based on the following data: 


Selling price of old residence — $25,000; Cost of old 
residence — $15,000; Fixing-up expenses — $2,000; 
Cost of new residence — $20,000. 


Profit on Sale 





Selling price of old residence............ $25,000 
Less: Cost of old residence.......... $15,000 
Pe Shits okt ae ts coh haa he ae $10,000 


(This amount would be the same 
whether or not another home is 
bought) 


Taxable Profit Where New Home is Purchased 





Selling price of old residence............ $25,000 
Less: Fixing-up expenses............ 2,000 
$23,000 

Less: Cost of new residence.......... 20,000 
Se PE he CK inxe a Cohn eee $ 3,000 


Profit on Which Tax is Postponed 


IEE LENE PIE sock Fabs So ees eee Cee) 8 $10,000 
Se | 3. | See eee 3,000 
Balance (To be offset against cost of 

EE? (33 be baw bed ad b Ode ss 08 $ 7,000 
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A Supermarket Operator Speaks Out: 


What The Soft Drink Bottler Can 
Do To Increase Supermarket Sales 


S vrmuanerss are the most important outlets for 
your industry’s products. It’s amazing to me that 
bottlers generally know so little about our prob- 
lems and our operations. 

It took a new packaging development—canned 
soft drinks—to wake up many of you, and to call 
attention to some of the things that you should 
be doing. 

Now, the grocer is interested basically in only 
one thing: selling products at a profit, regardless 
of shape, size or container. Before we go any fur- 
ther, let’s face it—loyalty at the supermarket level 


can only exist in regard to the cash register—not 
to the container—or the brand—or any particular 
supplier. 

Every item in the grocery store has to be con- 
sidered from these three concepts: 

(1) percentage of gross profit 

(2) economical labor costs 

(3) economy of floor space 

At the present time, we are being bedevilled by 
cans and bottles alike, both competing for the lim- 
ited amount of available floor space, shelf space 
and display space. As you know, the realistic super- 


Half-depth shells are a must for supermarket merchandising. First of all, note how 
easily it lends itself to floor displays. Half shells are also important because empties 
can be compactly stored, saving warehousing costs and valuable space. 





market operator classifies his merchandise into two 
basic categories. He either makes profits with his 
merchandise, or he makes profits on his merchan- 
dise. As far as I’m concerned, there is no such 
thing as losing money on any merchandise we super- 
market operators stock. If we can’t make money 
on (or with) every single item in our store, we 
want it out! If there are no profits in the merchan- 
dise which we carry, those products have no place 
in our store. If we do not know the profit story on 
every single item that we carry in our store and 
are merchandising for glory instead of cash, we 
had better get out of business. 


Soft Drinks ... A Good Profit Item 


Soft drinks are traditionally a good profit item— 
one that we can make profits on and make profits 
with. First of all, we make money with the staple 
soft drinks such as Pepsi-Cola, Coca-Cola and 7-Up, 
which bring us an average of 18%, or higher, 
gross profit on sales. Local brands of soft drinks 
bring us even higher markups. These we make 
profits on. Compare this with other staples in the 
food store, and the gross profit is fabulous. Cereals 
traditionally are an 8-10% gross profit item; soap 
products average 742-9%; baby foods 12%4-144%2%; 
competitive syrups 12-15%. So you see, even our 
rock bottom staple soda items are far superior, 
profit-wise, to other staples in the store. Conse- 
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Here is an effective example of related-item selling — 
a full assortment of picnic supplies, including cartons of 
soft drinks. Supermarket operators welcome merchandis- 
ing ideas like this. 





quently, the profit picture in the soda department 
must be protected at all costs. 

Few, if any, other departments in the super- 

market so readily lend themselves to profitable, bal- 
anced, related-item selling. Obviously, therefore, 
soft drinks are regarded favorably by supermarket 
operators. 

However, I feel that today most bottlers are not 
doing a proper job of explaining profitable soft 
drink selling to supermarket operators, particularly 
when we need so much help in planning our soft 
drink department. _ 

What is the full story, for instance, on the ad- 
vantages of cans versus bottles, or vice versa? Of 
course, we are now hearing the story from the 
canned soda people that their product is more nearly 
a traditional grocery item—eliminating bottle de- 
posits, costly sorting of return bottles, loss through 
breakage and so on. Have the bottlers themselves 
done a thorough job of explaining the inherent 
advantages of profitably selling soft drinks in 
bottles ? 


Multiple-unit Sales Via The Carton 


Let’s consider the 6-bottle carton. What is it that 
we, the grocery operators, are supposed to be taking 
for granted? The 6-pack container means multi- 
unit selling, which in turn means bigger dollar 
volume. We operators, it is true, work on percen- 
tages, but we pay our invoices with dollar bills, 
not percentages. The 6-pack container means mini- 
mum handling per case unit. That’s very important 
—I pay help at the rate of $1.95 an hour. The clerk 
gets that whether he sweeps the floor, checks out 
groceries or packs out soda. Bottled soda is tradi- 
tionally a 24-unit case, and the 6-pack container 
means only four handling operations from case to 
shelf, and four checkout operations from shelf to 
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For trouble-free feeding 


choose the crown 


with the smooth underside 


Much as they may look alike, there’s a difference in crowns. Usually that difference 
shows up most clearly on your lines. In the case of burr, however, your fingers will 
quickly point it out even before the crowns are run. 

Without looking, you can pick out an Armstrong Crown every time—just by the 
smoothness of the underside. And since that’s the side of the skirt that scrapes against 
cartons and other crowns, it’s easy to see why it reduces dust. Since it’s also the side that 
rides against your chutes, it means faster, smoother bottling, as well. 

The only real proof of this, of course, is on your own lines. So make a test run. We'll 
gladly help set it up. Just eall your near-by Armstrong office or 

write Armstrong Cork Company, Glass and Closure Divi- 
sion, 5511 Coral Street, Lancaster, Pennsylvania. 


Armstrong HI-SPEED CROWNS 


Western Representative: JOHN MULHERN CO. 
San Francisco 24, Los Angeles 23, Seattle 9 
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your beverage quality 


© You know the flavor your customers taste when they uncap 
your bottle is the same true flavor and quality you mean it to be 


... the same true flavor and qual- 
ity on which you have staked 
your business reputation and fu- 
ture. That’s why glass is the best 


DURAGLAS CONTAINERS 


package in which to send your 
beverage to market. It is inert 
—completely indifferent to the 
contents which it protects. 


AN @ PRODUCT 












crs 


And for those who want the con- 
venience of no-deposit, no-return, 
Duraglas One-Way beverage bot- 
tles cost less than metal contain- 
ers yet give your beverage all the 
advantages of glass. 


Owens-ILLINoIs 


GENERAL OFFICES + TOLEDO 1, OHIO 






home. The 6-pack container also means maximum 
sales display with a minimum amount of consumer 
resistance and a minimum amount of expensive 
floor space. When you save me money in expensive 
handling costs; when you save me money in expen- 
sive labor costs, you are picking dollars up off the 
floor and putting them into my cash register be- 
cause, in essence, you are adding to the gross profits 
of the item you wish me to sell to my customers. 

When was the last time one of your driver sales- 
men or one of your missionary men told these sim- 
ple facts about the 6-pack to the operator? Aren’t 
you taking it for granted that because he once 
heard this explained, he thinks of it constantly? 

Keep in mind, he has 3 or 4 thousand other items 
to worry about, and you can be sure that scores 
of other product salesmen are in there constantly 
drumming the profitable virtues of their merchan- 
dise. 

Now, what about the cans? It is perfectly true 
that they don’t need deposits, and it is also true 
that a certain extent they have cut my opera- 
tional costs. But what else has happened? Some of 
the canners have decided to use crown top cans 
instead of flat top cans, creating additional han- 
dling problems. How? Many canned sodas are not 
being multi-unit packaged. Some that are multi- 
unit packaged are violating the traditions of the 
retail soda business by reducing the number of 
individual units per package to 3 or 4 cans per 
pack. 

So you see, they have problems too. But—they 
also have salesmen doing a consistent and positive 
merchandising job all built around the no-deposit 
feature of their container. 

It seems to me that a large part of the business 
woes of soft drink bottlers stems from either a com- 
plete lack of, or a grossly inadequate merchandising 
job to the retailer. 

Remember this: he’s receptive to any positive, 
sales-increasing programs. He’s in business to make 
money too—and only to make money. 


What Have You to Offer? 

Let’s re-examine the soft drink profit picture 
from the retailer’s viewpoint—and see what the 
bottler can do to protect and improve this situation. 

Begin with the shell. How many bottlers have a 
sufficient number of half-shells rather than whole 
shells to supply the retail supermarket trade? 

Supermarkets cannot use the full shell to any 
advantage. It can’t be used for floor displays 
because none of the product shows. How much less 
chance is there of getting a floor displays (particu- 
larly for bottlers who don’t supply floor racks) when 
the operator has to unload the shell onto the floor 
and use costly labor expense to create a sizeable, 
visible floor display? 
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How much easier, less costly and more impres- 
sive is a floor display of half shells? 
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‘ive ; 
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sider that floor racks are primarily used either 
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ATLANTA PAPER CO. 


ATLANTA, GEORGIA 


in a aisle or at end of gondolas. How 
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many of your racks end up only as an exten- 
sion of the regular soft drink department? 
The purpose of a floor rack is to create extra 
sales in other sections of the store. To do this 
effectively, floor racks must be mobile, preferably 
on casters. All too many floor racks are constructed 
so that any form of portability is impractical even 
when empty—and impossible when loaded with 
merchandise. 


Size, too, is an important factor in floor rack 
design. Remember the average gondola end is be- 
tween 44” and 50” wide. Your rack should not 
occupy more than one-half of this width. The oper- 
ator needs the rest of this space for profitable 
related-item selling. 


Related-ltem Selling 


Incidentally, how well-equipped to talk related- 
item selling are your driver salesmen and your 
missionary men? Do they understand the essential 
meaning, profit-wise, of true related-item selling? 
Can they suggest the items to sell, and do they 
know the profit-picture on each? If they don’t you’re 
not doing a really complete sales and merchan- 
dising job. 

The opportunity for profitable related-item selling 
is the best reason for selling soft drinks in a super- 
market. As a matter of fact, the very premise of 
all supermarket operations is profitable related- 
item selling. 

Profits from soft drinks is a two-way street. You 
have to provide us with more than just the mer- 
chandise. We have to have service—and more ser- 
vice. Not only physical service, but selling ideas as 
well. Sales increases don’t come from simply re- 
placing the store’s empties. Order taking went out 
the window with the corner grocer. Don’t be afraid 
to suggest more ways and means of bigger and 
better retail profits. 


Point-of-Sale Helps 

Point-of-sale material is no longer unique. Every- 
body has it! You have to present your point-of-sale 
material logically. Above all, it has to be aimed at 
the cash register. Much of the soft drink industry’s 
point-of-sale material I’ve seen would seem to be 
successful only from the standpoint of sending the 
printer’s son through college. It also adds consid- 
erably to the waste paper collector’s income. 

Does your point-of-sale material suggest other 
profitable items for the grocer to sell? 

Far too much of this material is not designed 
with a particular type of display in mind. Mass 
displays need one type of material, dump displays 
another type, and combination mass-and-dump dis- 
plays still another type. 

If you have a complete point-of-sale merchan- 
dising kit, does it include all the accessories for its 
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- + in Philadelphia 


From every field office in the U.S.A., 
NCG Representatives are wending their 
way to Philadelphia to be present at 
the Bottlers Convention in Convention 
Hall, November 15-18. So stop in and 
say hello at Booth No. 427. 
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NATIONAL CYLINDER GAS COMPANY 


840 N. Michigan Avenue, Chicago 1], Illinois 
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installation? If it doesn’t, the chances of its being 
installed are mighty slim. 

Finally—is your point-of-sale materia! correctly 
geared to the volume and size of the store? 

All of these factors must be considered if you 
expect maximum return on your dollar investment 
in point-of-sale material 


Look At Your Invoices! 


Another aspect of selling soft drinks to super- 
markets that needs a lot of consideration is the 
matter of invoices. Insignificant as this may seem 
on the surface, it actually can be one of the most 
aggravating facets of dealing with a bottler or 
any supplier. 

At times I think you have to be a Chinese mathe- 
matician to figure out some of the soft drink in- 
voices. This is particularly true where they have 
complete lines of flavors and sizes. 

When I look at the reams of paper wasted on 
point-of-sale material and compare it to the stingy 
use of paper for invoices, it just doesn’t make sense. 

Most invoices don’t have enough room for the 
driver to write clearly and legibly, and the mass 
of data that appears on the rest of the space is 
more confusing than enlightening. 

Why can’t bottlers’ invoices be simple and basic? 

Above all else, please show us plainly on the in- 
voices what are the deposits on the bottles and 
on the shells. Remember, we figure markup only on 
the unit for resale. You’re not making any friends 
when you make an operator waste valuable time 
deciphering your needlessly confusing invoices. 

It all comes down to this:—Soft drinks certainly 
rank among the top profit makers for supermarkets, 
and we want to keep them that way. You want 
more volume—we want more volume. If you tell 
the supermarket operator your profit story in clear 
and meaningful terms; if you consider his daily 
problems of high labor costs and high rental space, 
and help him make money on your bottled goods, 
you need not worry about any package or product 
upsetting your sales to supermarkets! 


New No-Cal Lemon Flavor Added 
by Kirsch Beverages 

A new No-Cal Lemon-flavored sugar-free soft 
drink—the sixth No-Cal flavor 
the expanding non-caloric beverage line, it was an- 


has been added to 


nounced by Morris Kirsch, president of Kirsch Bev- 
erages, Inc. 

The new No-Cal Lemon will be marketed and sold 
in 16-ounce no-deposit, non-returnable bottles at a 
price of two bottles for 29 cents. It is manufactured 
like the other No-Cal carbonated drinks with the 
use of Sucaryl, a non-nutritive sweetening agent. 
The lemon flavoring is prepared from real lemons 
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(Continued from Page 7) 
Adjusted Tax Basis of New Home 





eS ee ee $20,000 | 
ee ES a ae 7,000 
Adjusted Tax Basis.4.............. $13,000 


If “fixing-up” expenses could also have been de- 
ducted in computing profit on the sale, the tax basis 
of the new home would have been $2,000 higher, or 
$15,000. This treatment would produce an actual 
tax reduction, regardless of whether a new home is 
purchased. Unfortunately, this is only wishful think- 
ing. Of course, where a new residence is bought, 
the tax postponement could be tantamount to an 
actual tax reduction, where the new residence is not 
sold in the near future or where it is sold at a loss 
(losses on personal residence are not deductible). 


Tax saving where another residence is 
not acquired 





In short, the new law grants only limited relief. 
Nevertheless, full relief might be obtained even 
where a new home is not acquired. This could happen 
if the buyer agrees to assume the responsibility of 
fixing-up work in exchange, say, for a lower selling 
price. For example, if in the above illustration, the 
selling price was to be reduced by the $2,000 re- 
quired by the purchaser to cover the necessary 
repairs, the profit on the sale would have obviously 
been decreased in the same amount, thus providing 
the desired tax saving. 

However, what if the buyer insists that the seller 
do all the “fixing-up’’ work, and in fact requires 





that this condition be incorporated in the contract 
of sale. In such situations, it might be possible to 
rely on a provision in the law which allows selling 
expenses as a deduction in computing the amount 
realized on a sale. It would seem that the term sell- 
ing expenses might include any work which a seller 
is obligated to perform under a contract of sale. 
Unfortunately, this provision has not been officially 
interpreted as yet, and so it remains to be seen 
whether this alternative will actually be available. 





Summary 

Briefly, here’s what the foregoing items add up to: 

1. Assumption of “fixing-up” expenses by the 
purchaser would probably be the best way to assure | 
a true tax saving. 

2. Failing in the above, and where a new residence 
is to be purchased, it would be necessary to care- 
fuliy time “fixing-up” work and related payments 





so as to permit their deduction. 

3. Whether or not a new residence is bought, a 
similar, if not greater, advantage might ultimately 
be available (depending on official interpretation ) 
if the seller is required to perform the work under 


Visit Crown's Hospitality Room, BURGUNDY ROOM 
Ist Floor BELLEVUE-STRATFORD HOTEL 






the contract of sale. 
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To-the Soft Onink [didn 


Some of our competitors, putting out a drink in imitation of 7-Up, have 
been using the term “up drinks’’. ““Up”’ is popular only because it is a part 
of 7-Up. Any attempt by a competitor to make “‘up’”’ mean a kind of bever- 
age, for his profit, is unfair competition. By it, a competitor seeks to profit 
unlawfully from our good will and our advertising. 


Such attempts have become known under the term, trade-mark “dilu- 
tion,” and a few states have specifically prohibited it by statute. Massa- 
chusetts has had such a law for some time; Illinois adopted it last year and 
New York this year. Other states will undoubtedly follow. 


This letter is addressed to the entire industry so that everyone will know 
the facts. Let us examine those facts. 


What is the meaning of “‘up” descriptively in connection with a soft 


drink? Obviously, nothing. 
What does “‘up” refer to in this business? Seven-Up, also written 7-Up. 


There is 7-Up and there are many imitations which use “up”’ to sell 
their goods. Are these imitators justified in referring to these drinks as “‘up 
drinks’”’? Certainly not. 


No one ever used “up” in connection with a carbonated soda before 
7-Up. When 7-Up first showed its phenomenal growth, only then did anyone 
use “‘up’’ in connection with this type of goods. But then scores of imitators 
began the practice of using “up’”’ as a part of some mark with which to sell 
their imitations. 

We do not dislike competition; 7-Up has grown in the face of fierce and 
honest competition. But we do dislike the dilution of our trade-mark by any 
attempt to make “‘up’”’ mean in this business anything except what it does 
mean, 7-Up. It does not mean a lemon-lime drink; there are plenty of com- 
petitors producing that flavor of soft drink who do not call it “up.” 





If you are about to commence using an “‘up”’ mark for an imitation, or 
intend increasing your investment in such an enterprise, ask yourself, ‘‘Is 
this fair competition?’’ The answer to the question is definitely, “No.” 

Yours very truly, 
THE SEVEN-UP COMPANY 


MLE Egg 


H. C. Grigg, President 
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Exhibitors 


Acme Steel Company .. 

Aidmon Bottle & Supply Co. 

The American Bottler 

American Can Company 

American Coating Mills Division, 
Robert Gair Company 

American Gas Machine Co. . 

American Manufacturing Company 
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Anchor Hocking Glass Corporation 

Armstrong Cork Company . 

Artkraft Manufacturing Company . 

Atlanta Paper Company 

Atlas Metal Works . , 
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Exhibitors Booth No. Exhibitors Booth No. Exhibitors Bouth No. 
J. L. Clark Manufacturing Company . 111 Ideal Dispenser Co. . . 1144 Pepsi-Cola Company. . 840 ; 
Clicquot Club Company 835 Infilco Incorporated ; . 1114 The Permutit Company . . 1111 : 
Cloverdale Spring Company 744 International Harvester Company . . 1118 The Pfaudler Co. . 1059 S| 
The Coca-Cola Company 907 Charles S. Jacobowitz Corp. 316 Chas. Pfizer & Co. . 1117 
Commercial Filters Corporation 103 R. A. Jones & Co. . 829 Polak & Schwarz, Incorporated 302 
Consolidated Cork Corporation . . 940 The Julep Company . P . 1010 Potter & Rayfield 848 
Continental Can Company . . 1235 Keenline Equipment Corporation . 412 Progress Refrigerator Co... . 13 ie 
Bond Crown & Cork Division 906 Kinnairé Body Works . 1149 Pure Carbonic Company, A Div. of Air Reduction Co. . 1029 1 ) 
Corn Products Sales Company . 736 Kirsch Beverages , . 1237 Radio Corporation of America, | 
Cott Beverages Corporation 333 Knox Glass Bottle Company of Wisin . 1014 Beverage Equipment Division 627 | a 
Cronstroms Manufacturing Company . 102 H. Kohnstamm & Co. A 732 Reed Glass to. . 314 =|} sO 
Crown Cork & Seal Co. . ae V. & E. Kohnstamm, Inc. 749 River Raisin Paper Company 340 : 
Dacam Corporation . . 1232 Kol-Flo Kooler Co. 628 Riverside Manufacturing Company . — a Tt 
Dad’s Root Beer Co. 723 The Lackner Co. 311 S. and S. Products . . 1013 | 1. 
Dean Milk Co. 309 The Archie Ladewig Company : 811 Salient Flavoring Corp. . 636 a 
The Delaware Punch Company of America . 7105 Laurens Glass Works 928 Sellers Injector Corporation 13 OC . 
De Lisser Extract Co. . . 1009 J. F. Lazier Mfg. Co. . 648 C.0. & W.D. Sethness Co. . 709 
Diamond Alkali Company Lae A.J. Lehman Co. . . 1002 The Seven-Up Company 919 | 
Diamond T Motor Car Company . 1246 Liberty Glass Company . 953 Solvay Process Division, 
The Diversey Corporation 806 The Limex Corporation . . 135 Allied Chemical & Dye Corporation . . 4 | | 
Dr. Pepper Company .. 929 The Liquid Carbonic Corporation . 1175 Specialty Engineering Co. . . 1017 | 
Dr. Swett’s Root Beer, Bubble Up and Frank B. Lomax, Div. of Groen Mfg. Co. 622 Spielman Company . . 1142 
0-So Grape Companies . 610 Lucky Club Company . 145 Spring-A-Way Displays . . 1250 
Dodge Division, Chrysler Corporation . . 1243 Ludford Fruit Products . 1033 The Squirt Company . 1158 
Bruce Dodson & Company 428 Majestic Siphon & Box Mfg. Company . 729 Standard-Knapp, 
Dostal & Lowey Co. . 748 Marbert Products mee . 9 Division of Emhart Manufacturing Co. . . 1129 
The Double Cola Company . 823 Mason and Mason . , . 1101 Sugar Information 337 , 
Dry Ice Converter Corporation . 832 The Mengel Company, Wood Products Branch 715 Sunkist Growers . 932 | 
E. |. du Pont de Nemours & Co., Merck & Co. ee . 442 Sun Spot Company of America . . 1019 / 
Cel-0-Seal Section, Film Dept. 141 Metal-Glass Products Company . 1154 Terriss Division of Consolidated Siphon Supply Co. . 3 
Empire Box Corporation 810 George J. Meyer Mfg. Co. . 1218 Thatcher Glass Manufacturing — . 1105 
G. C. Evans Sales Company 722 Miller-Hydro Company . . 615 Timpco Beverage Bodies 140 
Fibreboard Products Inc. , 330 Miller Manufacturing Company . . 1153 Tri-Clover Division of Ladish Company . 338 
Filpaco Industries Inc., Filter Paper Co. 411 Mills Industries, Incorporated . 327 Tru-Ade and Pal-Ade 852 
Flavorex Company . . 606 Mission Dry Corporation . 2 True Manufacturing Company . 4244 | 
Foot Machinery & Chemical Corp. - 1263 Mojonnier Bros. Co. . 1128 S. Twitchell Co. ' SS } 
Foote & Jenks Incorporated . 124 Mold-Craft . . . . ve Union Sales Corporation . 1150 
Ford Division, Ford Motor Company . 1229 Morris Paper Mills. . 1006 Union Products Company . 110 ) 
Frontier Manufacturing Company . 402 Mundet Cork Corporation . 945 van Ameringen-Haebler . 614 | 
The Frostie Company 101 Murphy Body Works . 1223 Vendorlator Manufacturing Co. . 405 
General Electric Company . 138 Nappe Smith Mfg. Co. . : . James Vernor Company mw. 
General Hydro Co. 143 NATIONAL BOTTLERS’ GAZETTE . 1027 Virginta Dare Extract Company . 822 &§ 
Generai Vending Machine Corporation 301 National Can Corporation . 1052 Volckening . , . 1102 
Get Up Corp. 139 National Cylinder Gas Company 427 Walker-Wallace Division, Fr 
Gideon-Anderson Lumber Company - 1253 National Fruit Flavor Company incorporated 713 A.P.V. Company, Incorporated 438 oF 
Glenshaw Glass Co. 936 National NuGrape Company 954 Warner-Jenkinson Manufacturing Company 854 
The Goody Company 401 National Rejectors . 640 Waukesha Foundry Company 801 
The Grapette Company incorporated 701 Nehi Corporation _ 910 +‘ Western Filter Company. m | 
Green & Green, Inc. . 844, 845 Nesbitt Fruit Products . . 1023 Westfield Sheet Metal Works . a7 
Green River Corporation 113 —— Niagara Bottle Washer Mfg. Co. 420 ay a eae ba 
The Herman Body Company 1119 ‘The H. R. Nicholson Co. 145 oan ee ee ° ‘ 
‘ ite Rock Corporation . 127 
Hesse Carriage Company . 1159 Oakite Products . . 1045 Whittle & Mutch ~ 1037 
The Charles E. Hires Co. 948 Obear-Nester Glass Co. . 408 The Woodstock Mfg. Company . - 1035 
Highway Trailers & Utilities 323 Orange-Crush Company . , 922 Work Saver Body Co. 246 
Howard Refrigerator Co. . 12 The Orange Smile Sirup Company . 644 Wyandotte Chemicals Corporation . (831 
Hurty-Peck & Company . . 1005 Owens-Illinois Glass Company . 944 The Yale & Towne Manufacturing Co. . _ 1209 
W. H. Hutchinson & Son 918 Sid E. Parker Boiler Mfg. Company 128 Yundt—Bottlematic Corp. 826 
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The National Convention-Exposition... 


SERIOUS BUSINESS—AND A FUN FEST 





@ onsweninc it not as a duty, but as a privilege 
and an opportunity to meet with other bottlers from 
all over the country in important business discus- 
sions and enjoyable social activities, several thou- 
sand bottlers have planned to attend the 36th annual 
Convention-Exposition of the American Bottlers of 
Carbonated Beverages, to be held in Philadelphia 
Nov. 15-18, inclusive. The Convention sessions and 
the big Show will both be staged in the Philadelphia 
Convention Hall, a huge building with excellent 
facilities for every event scheduled for Convention 
Week. Added to over 2,000 supplymen representa- 
tives of more than 200 exhibiting firms, plus 1,500 
ladies and hundreds of visitors and guests, total 
attendance is expected to approach 6,000. 

The full program—Pages 22-23—shows an im- 
posing list of speakers, drawn in the main from 
within the industry itself. The convention addresses, 
together with over a dozen talks, demonstrations and 
discussions scheduled for the Special Meetings, pro- 
vide a “workshop course” compressed into four days, 
running the gamut of subjects from industry-con- 





(Continued on Page 24) 
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The city of Philadelphia has much to offer industry visit- 
ors, not the least of which is the Museum of Art, which 
houses priceless paintings, sculpture, antiques, period 
interiors and current showings of contemporary art. 





Bottlers Will Hear These Men 





Richard L. Cheney Leonard Green 
... the time-tested package for ... vlews some major trade 
soft drinks is a bottle. questions. 


November, 1954 





Gov. John S. Fine 
. what a leading political fig- 
ure thinks about taxation, 





Larry Patterson E. K. Walsh 


. retailer criticism can be met ... there is a place and a market 
with facts and salesmanship. for beverages in cans. 
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; FEATURE EVENTS 


7 HE attention of delegates and visitors to 
the Convention-Exposition is called to these 
special events on the program. Admission is 
by convention badge, secured upon registra- 
tion. 


Monday, Nov. 15. 


At 9:00 A.M., in the Burgundy Room of 
the Bellevue-Stratford Hotel, the Annual 
State Association Conference will be held. 
This function is restricted to invited guests, 
and the officers of the various State associa- 
tions. 

The Grand Opening of the International 
Soft Drink Industry Exposition takes place 


at 12:00 noon. 


Tuesday, Nov. 16. 


The 36th annual A.B.C.B. Convention will 
be officially called to order at 10:30 A.M., 
President E. Robt. Anderson will preside. 

The first of three Special Meetings, held 
daily at 2:00 P.M., will be devoted to packag- 
ing machinery developments, beverage in- 
spection equipment and quality control pro- 
cedures. . 


Wednesday, Nov. 17. 


The program this day will feature a panel 
discussion on the public relations needs of 
the industry, and the work already done and 
contemplated. Panel members leading the 
discussion are Thomas Moore, Minneapolis; 
Edward Wagner, Cincinnati; Geo. S. Derry, 
Philadelphia; E. Robt. Anderson, Rochester, 
Wilbur H. Glenn, Columbus, Ga. 

The Special Meeting will be largely devoted 
to bottler-consumer relationships, public re- 
lations plans and methods, and the results of 
recent studies on the place of soft drinks in 
the diet. 


Thursday, Nov. 18. 


At the third and final convention session, 
the major element of interest is a discussion 
of the soft drink industry’s container prob- 
lems and plans. Both the glass bottle and 
tin can interests will be represented by top 
spokesmen in their fields. Presenting the case 
for cans will be E. K. Walsh, Assistant Gen- 
eral Manager of Sales, American Can Co., 
and for bottles, R. L. Cheney, Director of 
Market Research and Promotion, Glass Con- 
tainer Manufacturers Association. Following 
their statements, the meeting will be thrown 
open to general discussion and questions. 

At the Special Meeting, sales promotion 
plans which have recorded big results will be 
outlined, and a West Coast bottler will tell 
the illuminating story of his many months’ 
work with food store operators with respect 
to soft drink sales. 


























Monday, Nov. 15 


REGISTRATION — 9:00 A.M. to 6:00 P.M. daily, at 
North Hall, Philadelphia Convention Hall (entrance 
through Commercial Museum). Registration of A.B.C.B. 
Members, Delegates, Visiting Bottlers, and Guests. 
A.B.C.B. Members may register their wives for the 
special Ladies’ Entertainment Events. 


9:00 A. M.— BREAKFAST AND ANNUAL STATE 
ASSOCIATION CONFERENCE — (Presidents and 
Secretaries) — Burgundy Room, Bellevue-Stratford 
Hotel, A.B.C.B. Vice President Joseph F. Nerney, 
Attleboro, Massachusetts, presiding. 

12:00 Noon— GRAND OPENING OF A.B.C.B. IN- 
TERNATIONAL SOFT DRING INDUSTRY ExX- 
POSITION — Convention Hall. Entrance to the 
Exposition will be restricted to those identified by 
badges secured when registering. 

2:30 P.M.— MEETING OF A.B.C.B. EXECUTIVE 
BOARD — Bellevue-Stratford Hotel. 

6:00 P.M. — Exposition closed for the day. 


EVENING 
This evening set aside for meetings and entertainment 
events by exhibitor-suppliers and other industry groups. 





Tuesday, Nov. 16 


10:00 ALMM.—Color Film Presentation—“IT’S 
EVERYBODY’S BUSINESS,”’—Courtesy Chamber 
of Commerce of the United States. Ball Room, Second 
Floor, Convention Hall (entrance through Commer- 
cial Museum). 

10:30 ALMM.—OPENING OF THE 36th ANNUAL 
A.B.C.B. CONVENTION —Ball Room, Second 
Floor, Convention Hall. 

Singing of the “Star Spangled Banner.” 

Call to Order — President E. Robert Anderson, pre- 
siding. 

Invocation. 

Roll Call. 

Report of the President — E. Robert Anderson, Roch- 
ester, N. Y. 

Report of the Treasurer — Joseph LaPides, Baltimore, 
Md. 

Report of the Secretary — John J. Riley, Washington, 
aA. &. 

Appointment of Convention Committees. 

Recognition of International Guests. 


ADDRESS: The Honorable John S. Fine, Governor, 
Commonwealth of Pennsylvania. 


Report of the National Legislative Committee — 
Edward Wagner, Cincinnati, Ohio, Chairman. 


ADDRESS: Leonard M. Green, President, Dr. Pep- 
per Company, Dallas, Texas. 


Report of the Technical Services Committee—Joseph 
F. Nerney, Attleboro, Massachusetts, Chairman. 


Award of Members’ Attendance Prize — $100 Savings 
Bond. 


1:00 P.M.— OPENING OF A.B.C.B. INTERNA- 
TIONAL SOFT DRING INDUSTRY EXPOSI- 
TION — Convention Hall. 


SPECIAL MEETINGS 


Special meetings on subjects of importance to beverage 
manufacturers are scheduled for each afternoon of Tues- 
day, Wednesday and Thursday, November 16, 17 and 
18. Sessions will be held in the Special Meeting Room 
adjoining South Exposition Hall, Philadelphia Conven- 
tion Hall. 


Presiding — Vice-President Joseph Nerney, Attle- 
boro, Massachusetts, Chairman, Technical Services 
Committee. 


2:00 P.M. — Color Film Presentation —- “MR. DOPEY 
O’DOODLE” — Courtesy, Crown Cork and Seal 
Company. Ball Room, Second Floor, Convention Hall. 


2:30 P.M. — Discussion — “PACKAGING AND 

PACKAGING MACHINERY DEVELOPMENTS 
FOR THE CARBONATED BEVERAGE INDUS- 
TRY” —Arthur L. Harris, President, Atlanta Paper 
Company, Atlanta, Georgia. 


.3:00 P.M. — Discussion— “AUTOMATIC BEVER- 
AGE INSPECTION EQUIPMENT —HOW IT 
WORKS AND WHAT IT DOES FOR THE BOT- 
TLER” — Kenneth H. Hollister, Manager Industrial 
Machinery Group, Radio Corporation of America, 
Camden, New Jersey. 

3:30 P.M. — Discussion— “MONEY DOWN THE 
DRAIN” —Harry E. Korab, A.B.C.B. Technical 
Service Director, Washington, D. C. 


6:00 P.M. — Exposition closed for the day. 


7:00 P.M. — Meeting of the Nominating Committee — 
Rooms 107-108, Bellevue-Stratford Hotel. 


7:30 P.M.—Dinner Meeting of A.B.C.B. Executive 
Board — Bellevue-Stratford Hotel. 


9:15 P.M.—-A.B.C.B. ANNUAL DANCE — Ball 
Room, Bellevue-Stratford Hotel. An informal get- 
acquainted party for bottlers, exhibitors, guests and 
ladies. Dancing 9:15 to Midnight. Admission by Con- 
vention Badge. Dress optional. 

This evening will also feature bottler-suppliers’ 
get-togethers, with many exhibitors holding open 
house at Philadelphia hotels. 


National Bottlers’ Gazette 












Wednesday, Nov. 17 


10:00 A.M. — Color Film Presentation — “MR. 
O’FLYNN’S 50 MILLION WHEELS” — Courtesy, 
Automobile Manufacturers Association. Ball Room, 
Second Floor, Convention Hall. 

10:30 AMM. — ANNUAL CONVENTION, continued 
(Cecond Session) — Ball Room, Second Floor, Con- 
vention Hall. 

Report of A.B.C.B. Special Sugar Committee — Wil- 
bur H. Glenn, Columbus, Georgia, Chairman. 

ADDRESS: “LIFE’S QUIZ PROGRAM” — The 
Rev. W. H. Alexander, pastor, First Christian 
Church, Oklahoma City, Oklahoma. 

Report of Research and Public Relations Committee— 
Thomas Moore, Minneapolis, Minnesota, Chairman. 

Panel Discussion — “YOU HAVE A PUBLIC RE- 
LATIONS JOB” — Members of the A.B.C.B. Re- 
search and Public Relations Committee will sit 
as the panel to lead discussions of this subject. 
They are: Thomas Moore, Minneapolis, Minn. 
(Chairman); Edward Wagner, Cincinnati, Ohio; 
George S. Derry, Philadelphia, Pa.; E. Robert 
Anderson, Rochester, N. Y.; Wilbur H. Glenn, 
Columbus, Ga. Discussion of this important subject 
from the floor is urged. 

Unfinished Business. 

Award of Members’ Attendance Prize —$100 Sav- 
ings Bond. 

1:00 P.M.— OPENING OF A.B.C.B. INTERNA- 
TIONAL SOFT DRING INDUSTRY EXPOSI- 
TION — Convention Hall. 

SPECIAL MEETING 

2:00 P.M.—Color Film Presentation—“FOOD AS 
CHILDREN SEE IT”—Courtesy General Mills, 
Inc. Ball Room, Second Floor, Convention Hall. 

2:30 P.M.—“HOW THE BOTTLER SHOULD 
MEET THE TEACHER,” — Miss Elizabeth F. 
Noon, Director, Instructor Educational Service, Dan- 
Vill, N. Y. 

3:00 P.M. — Discussion — “CONCLUSIONS WITH 
RAT EXPERIMENTS,” —Dr. Walter L. Obold, 
Director of Food Technology, Drexel Institute of 
Technology, Philadelphia, Pennsylvania. 

3:30 P.M. — Discussion —“THE IMPORTANCE OF 
ADVISING OPINION MOLDERS,” — Murray 
Breese, Murray Breese Associates, Inc., New York, 
i < 

6:00 P.M. — Exposition closed for the day. 

6:30 P.M.— Meeting of Resolutions Committee — 
Bellevue-Stratford Hotel. 

This evening is set aside for exhibitor-supplies events. 

Franchise house dinners and receptions are customarily 

held on this night. 
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Thursday, Nov. 18 


10:00 A.M.—Color Film Presentation —‘‘N EXT 
YEAR, MIAMI” — Courtesy Miami Convention Bu- 
reau, Ball Room, Second Floor, Convention Hall. 
Report of Membership Committee — E. A. Bostrom, 

Grand Forks, North Dakota, Chairman. 

Applications for Membership. 

Discussion: “THE INDUSTRY’S CONTAINER 
PROPOSALS, PLANS, AND PROBLEMS.” 
“What About Cans For Soft Drinks?”—E. K. 

Walsh, Assistant General Manager of Sales, 

American Can Company, New York, N. Y. 
“What About Bottles For Soft Drinks?’ — 

R. L. Cheney, Director, Market Research and 

Promotion, Class Container Manufacturers Asso- 

ciation, Inc., New York, N. Y. 

At the conclusion of these discussions, ample time 
willbe allowed for questions and discussion of the 
subject from the floor. 

ADDRESS: “Opportunity Knocks’”—DeLoss Walker, Chi- 
cago, Ill. business analyst and editor. 





New Business. 

Report of the Resolutions Committee. 

Report of the Nominating Committee. 

Election and Installation of Officers. 

General Discussion for Good of Association. 

Award of Members’ Attendance Prize — $100 Savings 
Bond. 

Adjournment. 

1:00 P.M.— OPENING OF A.B.C.B. INTERNA- 

TIONAL SOFT DRINK INDUSTRY EXPOSI- 

TION — Convention Hall. 


SPECIAL MEETING 


2:15 P.M. — Discussion — “10 CASE HISTORIES OF 

SUCCESSFUL POINT OF SALE PROMO- 
TIONS” —N., J. Leigh, Chairman Board of Direc- 
tors, Einson-Freeman Company, Inc., Long Island 
City, N. Y. 


3:00 P.M. — Discussion — “HOW TO MEET THE 
FOOD STORE CRITICISM” — Larry Patterson, 
Owner and Manager, Pepsi-Cola Bottling Company, 
Santa Ana, California. 

6:00 P.M.— Final Closing of A.B.C.B. International 
Soft Drink Industry Exposition. 

7:30 P.M.—A.B.C.B. DINNER AND ENTERTAIN- 
MENT — Ball Room, Bellevue-Stratford Hotel. 
Seating by advance reservation. Tickets $8.50 per 
place. 





7 HE Con 


[7 AFTER HOURS FUN 


vention-Exposition Committee has 


planned a colorful program for feminine con- 


ventioneers 


. Four of the events are exclu- 


sively for the ladies, and three will be “family 


affairs.°” M 


embers’ ladies will receive their 


entertainment tickets when they are regis- 


tered at the 
Convention 


8:30 P.M. 


Registration Center, Philadelphia 
Hall. 


Sunday, November 14 
— SIGMUND ROMBERG MUSI- 


CALE — Ball Room, Bellevue-Stratford 


Hotel. A 


two-hour popular concert featur- 


ing 40 Stage, Radio and Video stars in 
music from the “Desert Song,” “Student 


Prince,” 
ites. 


1:30 P.M. 


**Blossom Time” and other Favor- 


Tuesday, November 16 
— SURPRISE FASHION SHOW 


AND TEA — Ball Room, Benjamin Frank- 
lin Hotel (Ninth and Chestnut Streets), 
Fashion presentation and surprise feature 
by Philadelphia’s Bonwit Teller & Com- 
pany. Admission by Registration Entertain- 
ment Ticket. 


9:00 P.M. — A.B.C.B. ANNUAL DANCE — 


Ball Room, Bellevue-Stratford Hotel. Ad- 
mission by Convention Badge. 


Wednesday, November 17 
1:00 P.M.—MYSTERY TOURS—Buses will 


leave the 


Bellevue-Stratford Hotel prompt- 


ly at 1:00 P.M. for a three-hour Tour of 


Philadelphia historic points of interest. 


Thursday, November 18 


12:15 P.M. 


Original 


—A.B.C.B. LUNCHEON AT “Old 


Bookbinders Restaurant,” (125 


Walnut Street) Philadelphia’s oldest sea- 


food rest 
menus; 


aurant. There will be a choice of 
souvenirs, and novel entertain- 


ment. (Admission by Registration Enter- 


tainment 


Ticket). Buses will be waiting, at 


the conclusion of the luncheon, to take the 


ladies to 
activities 


Convention Hall for Ladies’ Day 
there. 


3:00 P.M. — LADIES’ DAY FEATURES — 


A.B.C.B. 


International Soft Drink Industry 


Exposition—Convention Hall. 


7:30 P.M.—A.B.C.B. DINNER AND ENTER. 
TAINMENT — Ball Room, Bellevue-Strat- 
ford Hotel. Polly Bergen, Pepsi Cola’s sing- 
ing star of pictures and TV, will headline 


the show. 
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(Continued from Page 21) 





sumer relationships to methods of employing point- 
of-purchase advertising. 

With the floor plan on pages 17-18 and a com- 
plete roster of exhibiting companies (with their 
personnel) beginning on Page 32, convention visitors 
have a full guide to the big Show. The exhibitors 
have gone to considerable expense to provide attrac- 
tive settings wherein to exhibit their equipment, 
supplies and services, all of which are essential to 
the operation of a profitable bottling business. To 
further facilitate inspection of the Exposition, there 
is published on page 26 a review of the new prod- 
ucts which will be featured. 

The national gathering is by no means all work 


and no play. Social events in such numbers and 
variety have been planned by the A.B.C.B. and more 
than 50 of the allied industries’ companies that 
every available hour after the programmed events 
is a chance to have fun. Open house parties, ban- 
quets, big shows featuring the top talent of the 
entertainment world, franchise company annual 
affairs and two big A.B.C.B. functions are already 
scheduled. Exhibitor affairs are listed on Page 28, 
the national association functions on Page 23. 


Program Personalities 

Men — and a lady of national repute in the 

business world are listed as speakers and discussion 
leaders at the Convention. 

Opening the Convention on Tuesday morning, 

November 16, the Governor of Pennsylvania, The 

Honorable John S. Fine, will welcome the bottlers 





with an address that will reflect his great learning, 
experience and civic consciousness. It will be a 
shoulder-to-shoulder talk in language the bottler 
understands. Governor Fine, when campaigning for 
election, favored repeal of the soft drink tax in his 
state. It was repealed shortly after he took office. 
Governor Fine has served many years in the courts, 
has engaged in extensive political activity and has 
championed many civic causes. 


F outowinc the Governor’s address, Leonard M. 
Green, President of the Dr. Pepper Company, Dallas, 
Texas, will discuss for bottlers some of the “un- 
known” quantities in the business of making soft 
drinks. Mr. Green joined the Dr. Pepper Company 
in September 1947. He was named Vice President in 
charge of company-owned plants and in May 1949 
was elected director and executive vice president. 
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On March 28, 1950 he became President of the Dr. 
Pepper Company. In 1953 he was named Salesman 
of the Year by the Dallas Sales Executives’ Club 
and has won many other honors in the business 
world. 


Se wittanay morning’s session, November 17, will 
come to life with the vibrant oratory of Dr. W. H. 
Alexander, pastor of the largest Christian Church 





Joe Leigh 
. Sizzling sales ideas are his 
specialty. 





CONVENTION 
AND SPECIAL 
MEETING 
HEADLINERS 





Dr. W. A. Alexander 
. inspiration and humor are 
everywWhere in the world. 





Dr. Walter L. Obold 
. some experiments have led to 
wrong conclusions. 


ence can get into the act at the end of these 
addresses with questions and discussion on these 
interesting topics. 


How To Have Fun 
Tue Philadelphia pre-convention feature — on 
Sunday evening, November 14 — will be a Sigmund 
Romberg “Festival of Song,” bringing back many 
of the stars who made the Victor Herbert presen- 





Murray Breese 
... public relations is a necessity. 





Kenneth R. Hollister 
... the electric ¢ ye 1S quicker and 
better . 


Arthur L. Harris 
... packaging developments ari 
the big thing in the industry. 


Stratford hotel in Philadelphia. Complimentary 
tickets will be mailed soon to all A.B.C.B. members 
and exhibiting associates. 


we final event, the A.B.C.B. Banquet, Thursday 
evening, November 18 at the Bellevue-Stratford, is 
scheduled to be one of excellent food, and sparkling 
entertainment. The Angelaires, five young, charming 
ladies, will fill the air with “heavenly’”’ music as 
they masterfully strum their harps in harmony. 
The gayety of the evening will be further height- 
ened by the appearance of Joe Sodja, one of the 
country’s foremost guitarists, and The Rodgers, an 
outstanding bailroom team. Joe Sodja, formerly fea- 
tured with Fred Waring, is a brilliant performer 
with a wide and varied repertoire. 

The Rodgers, who do both sophisticate and comi- 
cal routines, have appeared in many of the top 
nightclubs in the country and recently returned 
from a successful tour of the West. These young 
people have an effervescent quality that adds just 
the right touch to any program. 

Other entertainers are being auditioned for re- 





Elizabeth F. Noon 
... tells how the bottler should 
meet the teacher. 
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in Oklahoma. Bottlers will be inspired by this hand- 
some, two fisted talker who has been honored by 
some of the country’s greats. Time Magazine de- 
scribed this 36 year old affable personality by 
observing that... “what Florenz Ziegfeld brought 
to Broadway and tobasco sauce to the raw oyster, 
The Reverend W. H. Alexander brought to religion 
in Oklahoma City.” 


“7 “URSDAY’S rostrum, November 18, will be de- 
voted to a lively, thought-provoking discussion of 
the industry’s container proposals, plans and prob- 
lems. “What About Cans For Soft Drinks?” is the 
title of a speech on an explosive subject to be deliv- 
ered by E. K. Walsh, Assistant General Manager of 


Sales, American Can Company, New York, N. Y. 
R. L. Cheney, Director, Market Research and Pro- 
motion, Glass Container Manufacturers Association, 
“What About Bottles For Soft Drinks?’ The audi- 





tation so memorable. Included will be Ray Middle- 
ton, Broadway-movie celebrity ; Kirsten Kenyon and 
Guen Omeron, sopranos, the 20 Choralaires, and 
the fine orchestra which provided colorful back- 
grounds in ’52. 

Joining these entertainers in music from Blos- 
som Time, The Desert Song, Student Prince and 
other Romberg favorites will be Ashley Miller, fea- 
tured organist from New York’s Radio City Music 
Hall; The Holidays and The Fontaines, intepreta- 
tive dancers; Norvel Campbell, tenor; Gene Holl- 
mann, baritone; and James Peters, conductor. 

In Atlantic City in 1952, the Victor Herbert Musi- 
cale attracted an attendance of nearly 3000. Last 
year in Chicago, Wayne King and his entertainers 
played to an overflow audience in the Sherman hotel 
grand ball room. 

This year’s pre-convention feature is expected to 
fill every corner of the ball room at the Bellevue- 


maining spots on the convention finale. 
Banquet seats, all reserved, are being assigned on 
a first-come-first-served basis. Reservation requests, 
accompanied by checks at $8.50 per place, should be 
sent to A.B.C.B. Headquarters, 1128 Sixteenth 
Street, N.W., Washington 6, D. C. 
Other Events 
Several other business organizations have sched- 
uled meetings at Philadelphia, during the course of, 
but not in conflict with, the Convention-Exposition. 
The National Manufacturers of Beverage Flavers 
will hold its 49th annual meeting on Tuesday, Nov. 





(Continued on 


page 30) 
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CONTINUOUS MOTION CARRIER CHAIN 


smooth, uninterrupted bottle movement saves = aiEEE 
c 


machine, saves bottles, saves power 


FOLLO-JETS 
actually follow the bottles— give longer 
eatlololiite Molailels 


CUSHION-SAFE ROTARY INFEED 
' AND DISCHARGE 


safest, smoothest, gentlest bottle handling 


fey Beat your bottle washing problem once and for all! Do it 

4 with the all new line of LIQUID washers—the most effi- 

ur SEE US AT cient machines of their kind ever made. These great new 
THE ABCB EXPOSITION 


IN PHILADELPHIA, SPACE 1175 — 





.- 


washers embody completely new features to bring you 


totally new performance. You actually have to see them 


we ll be happy to prove what we say. tn helieve them. 





For new Folder and Complete Information write 


THE [ IQ Uj | D CARBONIC CORPORATION 
3100 South Kedzie Avenue ¢ Chicago 23, Illinois 








Things To See 
At The Show 


Ready-reference guide to innova- 
tions, developments and ideas 
displayed at the Exposition. 


a” 

Since this is the “first full machinery” show in 
two years, plus the fact that’ there are many ex- 
hibitors who are new at the Show, the Exposition 
will encompass many developments of interest to 
bottlers. These innovations are aimed at every de- 
partment of the bottling business; production, sales, 
service, vending, trucking, materials handling, sirup 
room techniques, advertising and promotion, and 
many more. The Show, for instance, will display 
these things for the first time: 


ACME STEEL COMPANY — Will feature Acme steel 
wire stitchers for setting up all types of corrugated 
or solid fibre containers. The Acme steel bottle box 
band will also be on display. 

AMERICAN GAS MACHINE COMPANY — Kamp- 
Kold portable ice chests will be exhibited. 

AMERICAN MFG. COMPANY — Will feature new 
design display stands and racks. 

AMERICAN PARTITION COMPANY — Will feature 
“American” pre-assembled interlocking partitions. 
ANCHOR HOCKING GLASS CORPORATION — An- 

chorglass Beverage Bottles will be shown. 

AIDMON BOTTLE & SUPPLY CO., INC. — Beverage 
bottles and equipment will be exhibited. 

AMERICAN CAN COMPANY — Will display Canco’s 
flat top can for carbonated beverages. 

ARMSTRONG CORK COMPANY — Will feature Arm- 
strong crowns 2nd bottles. Advantages of the burr- 
free underside of Armstrong’s “Hi-Speed” crowns 
will be pointed up. A’s ACL bottles will be shown. 

ARTKRAFT MANUFACTURING COMPANY — Will 
display Model 50, Model 101, Model 200 beverage 
coolers, as well as the V-72 Vender. 

ATLANTA PAPER CO. — Exhibit will feature Bottle 
Master 100% virgin kraft carry-home cartons; the 
Bottle Master carton opener machine and case packer 
attachment. 

ATLAS METAL WORKS — Jr. & Sr. Atlas Varieties 
Coin Vendors; Jr. & Sr. Open Top electric coolers 
will be exhibited. 

ATLAS TOOL AND MANUFACTURING CO. — Will 
feature Atlas “Triple Selector” bottle vendors and 
Atlas “Port-About” picnic coolers. 

AUTOMATIC INDUSTRIES, INC. — Will feature 
mobile musical carousels; point-of-sale promotional 
equipment, with product identification. 

BARRET-CRAVENS CO. — Will feature lift trucks, 
hand and eleetric; pallet lift trucks; fork trucks; 
steeleg skids. 
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B-1 BEVERAGE COMPANY — Exhibit will feature 
B-1 Lemon-Lime Soda, B-1 Sparkling Water in the 
7-oz. and 28-0z. sizes, and the new King-Size 10-oz. 
B-1 Lemon-Lime as a companion to the 7-o0z. and 28- 
oz. bottles. “Trim” low calorie general line of flavors 
in 28-0z. throw-away bottle. 

BARISH PUMP CO., INC. — Will exhibit Bump syrup 
pumps. 

BARRY-WEHMILLER MACHINERY COMPANY — 
Will exhibit bottle cleaning, labeling, can marker, 
B. W. Paints and accessories. Will also feature their 
can marker. 

THE E. BERGHAUSEN CHEMICAL Co. — Caramel 
color will be featured. 

THE BEVCO CO., INC. — BEVCO electric coolers 
will be exhibited. They will also display their new 
models C-15 and DBR-6 Electric Beverage Coolers. 

BIRELEY’S DIVISION, GENERAL FOODS CORP. 
— Bireley’s fruit flavor drinks will be displayed. 

BLUE SEAL EXTRACT CO., INC. — All types of 
flavoring extracts and concentrates will be shown. 

BOTTLERS APPLIANCES INC. — The Taylor Un- 
scrambler Table, equipped with self-contained drive 
which will feed all size bottles, will be displayed, as 
well as the Taylo case cleaner. 

BROCKWAY GLASS COMPANY, INC. Will exhibit 
glass containers. 

BROOKDALE LABORATORIES—Will display “Rapi- 
sonic” sound wave homogenizer; ‘Bubble-Away” 
spray type commercial foam destroyer; ‘“‘Foto—EE- 
Lim” electronic detector alarm for solid contaminants 
in beverages. 

BURNS BOTTLING MACHINE WORKS, INC. 
Burns DeLuxe filler with one-man return feed and 
close up accumulating table and Girton washer will 
be exhibited. 

CANADA DRY GINGER ALE, INC. — Will show 
Canada Dry Ginger Ale, Club Soda, Quinac Tom 
Collins Mixer, Hi-Spot, Spur Cola, and flavor bev- 
erages. 

CARDOX CORP. — Cardox low-pressure COs system 
and dry ice will be displayed. 

CEN-TENNIAL COTTON GIN COMPANY, Truck 

Body Department — The following Cen-Tennial bev- 

erage truck bodies will be exhibited in the following 

booths: In Cen-Tennial Booth No. 1240: One — 

R-6-180 Cen-Tennial Ridframe pallet type beverage 

truck body; One CP-10-C-432-LB1 Cen-Tennial 

pallet type beverage truck body; in Ford Motor 

Company’s booth No. 1229: — One — CP-6-264-LB1 

Cen-Tennial pallet type beverage truck body; in 


Dodge Truck Company’s booth No. 1243: One 

C-4-202 deck type beverage truck body. In Diamond-T 
Truck Company’s booth No. 1246: — One — CP-7- 
312-LB2-W pallet type beverage truck body; in White 
Motor Company’s booth No, 1137: — One CP-7 


312-LB2-W pallet type beverage truck body. 
‘ENTRAL TOOL COMPANY — The new 3-flavor bot- 
tle vendor and the 4-flavor can vendor will be 


~ 


introduced. 
CHAIN BELT CO. — Will exhibit the tabletop chain, 
Rex Platetop Chain, Rex Roller (drive) chain, and 


flexible couplings. 





(Continued on Page 90) 
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The Social Whirl 


Dozens of parties, open 
house facilities, banquets 
and entertainments 
planned by exhibitors. 


IF vRANcED for the enjoyment of 
the nation’s bottlers, in their “off 
hours” at the Convention-Exposi- 
tion, are dozens of parties, enter- 
tainments and other social events 
sponsored by the exhibitors. These 
are listed below for ready reference. 
The social events planned by 
A.B.C.B. are listed in the master 
program on page 22. Since there 
is no time conflict between the 
A.B.C.B. affairs and the exhibitor 
events, bottlers and their ladies can 
plan on attending functions of their 
own selection without complica- 
tions. Have Fun! 


ATLANTA PAPER CO. — Will have 
Dixie style open house each eve- 
ning in the Gold, Pink & Green 
rooms of the Bellevue-Stratford. 
Graham Jackson will entertain. 

B-1 BEVERAGE COMPANY — Re- 
freshments will be served in enter- 
tainment rooms at Drake Hotel. 

BIRELEY’S DIVISION, GENERAL 
FOODS CORP. — Will have cock- 
tail and dinner party for all Bire- 
ley’s bottlers, time and place to be 


announced. 
BURNS BOTTLING MACHINE 
WORKS, INC. — Will serve re- 


freshments in suite at Benjamin 
Franklin Hotel. 


CANADA DRY GINGER ALE, INC. 
—Will have open house, Warwick 
Hotel suite. 

CHATTANOOGA GLASS COM- 
PANY — Will have open house, 
Warwick Hotel. 

CITRUS PRODUCTS COMPANY — 
Will have open house in Blue Room 
of Bellevue-Stratford Hotel. 

CLIQUOT CLUB COMPANY — Will 
have banquet and sales meeting, 
to be announced. 

CONSOLIDATED CORK CORP. — 
Will have open house at the Belle- 
vue-Stratford in the evenings, Nov- 
ember 14th to 17th. 
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See the world’s finest, fastest and most efficient bottling 
equipment in operation . . . From the revolutionary 
MEYER DUMORE SYN-CRO-MIX Beverage Filling 
System, that delivers 100% uniform filling with Flavor 
Bonus, to the latest in Automatic Case Unloading with 
the MEYER DUMORE CASE UNLOADER. 


Our 50 years of bottling equipment experience is at your 
disposal. We invite your inquiries and will gladly assist 
you in solving your bottling problems. 










ON DISPLAY 



















MEYER DUMORE 
AUTOMATIC CASE UNLOADER 
3 Head Unit over 500 B.P.M. 





pire ebb’ 


Unda de dee 





532-MEYER 
DUMORE BOTTLE CLEANER 
Capacity: 400 B.P.M. 
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50 VALVE MEYER DUMORE 
FILLER AND 10 HEAD CROWNER 
a Capacity: 260 12 oz. B.P.M. 







MEYER DUMORE DEAREATOR 
Eliminates tendency to foam — plus 
retention of higher Co2 content in 
mixture. 


MEYER DUMORE SYN-CRO-METER 





Automatically delivers syrup and water 
at a constant pre-determined propor 
tion of mix. Extremely accurate and 
positive operation. 


WORLD TANDEM LABELER (3 Unit) 
Available in a combination of one, 
two, three, four, five or more label- 
ing units . . . at any rate of pro- 
duction from 75 to 350 B.P.M. 












GEO. J. MEYER MANUFACTURING CO. 


CUDAHY, WISCONSIN, U. S. A. 











CONTINENTAL CAN COMPANY, 
INC. — The Bond Crown & Cork 
Company Hospitality Room on the 
18th floor of the Bellevue-Stratford 
will be featured each evening, Sun- 
day to Wednesday, inclusive. This 
room will include a buffet and bar, 
and will open at 5:00 P. M. each 
afternoon. 


CROWN CORK & SEAL COMPANY, 
INC. — Will hold forth each eve- 
ning in their hospitality room at 
the Bellevue-Stratford. 


DAD’S ROOT BEER CO. — Hospi- 
tality suite, Bellevue-Stratford. 


THE DIVERSEY CORPORATION 
—Visitors are invited to their hos- 
pitality suite after show hours at 
the Warwick Hotel. They will meet 
with Diversey 


y 
o 


representatives and 
enjoy refreshments. 

DR. SWETT’S O-SO COMPANY — 
Will have cocktail party Tuesday 
evening, November 16th, 6 to 8 
P.M., in the Crystal Ballroom of 
the Benjamin Franklin Hotel. 


GIDEON - ANDERSON LUMBER 
COMPANY Will have open 
house, Sylvania Hotel. 

THE GOODY COMPANY — Will 
have open house in the Goody Suite, 
Penn-Sherwood Hotel. 

THE CHARLES E. HIRES CO. — 
Breakfast will be served to all Hires 
franchised bottlers in the Rose 
Room of the _ Bellevue-Stratford 
Hotel, November 16th, at 9:30 A.M. 


W. H. HUTCHINSON & SON, INC. 
Will have open house _ parlor, 
Bellevue-Stratford. 


KOL-FLO KOOLER COMPANY 
Will have open house at the Belle- 
vue-Stratford Hotel. 


LIBERTY GLASS COMPANY — 
Will have open house on Monday 
and Wednesday evenings, and cock- 
tail hour on Tuesday evening prior 
to dance. 


MARBERT PRODUCTS, INC. — 
Will have open house at Hotel Ben- 
jamin Franklin. 

GEO. J. MEYER MANUFACTUR- 
ING CO.—Hospitality Room, War- 
wick Hotel. 

NATIONAL NUGRAPE COMPANY 

Will have cocktail party Novem- 
ber 15th, 6:30 P.M., Rose Garden, 
Bellevue-Stratford Hotel. 





(Continued on Page 119) 







































Serious Business and a Funfest! 


(Continued from Page 25) 








16 in the Colonial Room, Warwick Hotel. The special 
problems affecting this group of flavor makers will 
be explored in an all-day meeting starting at 9:30 
A.M. ... Meetings are also scheduled for the Bever- 
age Machinery Manufacturers Association, the Na- 
tional Bottlers’ Service Club, and the Carbonated 
Beverage Institute which meets at 12:00 Noon at 
the Warwick on Sunday Nov. 14. 


Why It’s Important 


Tue Philadelphia meeting will be the 36th annual 
gathering of the national association of the bottled 
soft drink industry, and the exposition will be the 


Wf 


29th sponsored by the organization. The bottlers met 
in Philadelphia only once before, in 1941, just before 
Pearl Harbor. The 1941 exposition was the last one 
until 1947, after wartime restrictions had been 
lifted. That exposition, held at Atlantic City, at- 
tracted an attendance of 10,030. The coming exposi- 
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AMERICAN BOTTLERS OF 
CARBONATED BEVERAGES 
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CONVENTION 
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At N.B.G.’s Booth 1027, a “What's My Name” picture con- 
test will be staged daily. The Emerson radios displayed 
by the young lady are the daily prizes and several can 
be won each day. The new 14-inch portable TV set, in 
a fine black luggage case with handle, is the top prize 
for the contestant making the best score. All bottlers and 
supplymen are eligible to compete. 
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tion in Philadelphia is expected to be second only 
to the 1947 show, for the industry’s volume has 
climbed 20% since that time, 
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Bottlers give credit to the soft drink association’s 
annual industry Exposition for a large share in the 
progress the industry has made since the early 20’s. 
In 1921 when the American Bottlers of Carbonated 
Beverages held its first exhibit as an interesting 
sidelight to its annual meeting, production of soft 
drinks was less than 4800 million bottles, valued at 
slightly more than $150 million. For 1953 the pro- 
duction exceeded 24 billion bottles valued at more 
than a billion dollars. The show serves to keep bot- 
tlers abreast of new production equipment which 
makes it possible to keep soft drink bottling costs 
within a range consistent with low consumer price, 


and therefore high consumption and sales. 





City Hall dominates downtown Philadelphia. The city has 
many broad avenues like this one, and streets so narrow 
traffic is restricted to 2 lane, one-way movement. 





The new products displayed at the show through 
the years have had a marked effect on the industry. 
While the transition from corks to crown caps had 
been completed during the early 1900’s the twenties 
involved a rapid changeover in the “pop shops” of 
that period from the slow, manually operated plant 
equipment to the automatic equipment which now 
is an absolute necessity to efficient operation and 
use of labor. Rapid improvements in such equipment 
have continued. These cover the range from conveyor 
equipment which typified the early years of the 
exhibit to the important place currently given to 
materials handling equipment, such as lift-trucks 
and the pallet methods of moving and storing full 
and empty bottles in plants, and in loading and 
unloading the industry’s 50,000 delivery trucks. 

Attending the Convention-Exposition is a “must” 
for every bottler, since every detail of the week- 
long event is dedicated to his interests. National 
Bottlers’ Gazette, which has its Exposition head- 
quarters in Booth 1027, will be glad to make its 
readers welcome there, with its large staff ready, 
willing and able to be of service and help. See 
You There! 


























IT’S 
TIME 
TESTED! 


LIBERTY BELL 
GINGER ALE 


First made in the early days of the bottling industry, 
this old fashioned type of ginger ale has stood the test 
of time and is still in great demand by those who 
like the real aromatic, spicy ginger flavor. Send for 
sample or order a trial gallon. 


Visit our Booth 931 at Convention 
We extend a hearty invitation to visit our plant 









CRESTMONT AND HADDON AVES. + CAMDEN 4, N.J. 
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The Show Goes On 


More than 200 exhibitors display their wares for 
bottlers’ inspection and purchase. . . Full list of 
participating companies 


F vx as important as the Convention is the 
Exposition. Not just because of its size (it will be 
the largest in some years), not only because of its 
variety of products displayed (more new things 
will be introduced than ever before) but also for 
the fact that it enables bottlers to put into practice 

in their plants—the many things they hear, dis- 
cuss and read about during the year. 

The hundreds of different machines, equipment, 
services, supply items and even gadgets which are 
present in every booth in the great hall are designed 
to held the bottler do a better job of making quality 
beverages, at lowest cost for manufacture and dis- 
tribution, sell them quicker and easier—and make 
more profit from the whole operation. The Exposi- 
tion compresses within one area and four days the 
opportunity to examine .at first hand these things 
which are so essential to our industry’s operations. 

To make it easier for our readers who will visit 
the Show to find any company, we list here the booth 
numbers (shown in brackets), the hotel headquar- 
ters, and the roster of representatives for each ex- 
hibitor. On Pages 17-18 we publish the official floor 
plan; beginning on page 26, a preview of what’s 
new at the Show. 

Among this year’s more than 200 exhibitors will 
be many companies which will be showing for the 
first time before bottler audiences. Several other 
companies which have been missing from A.B.C.B. 
shows for several years will be back this year with 
new bids for bottler favor. 

How products serving other industries can be 
adapted to bottling plants is strikingly demon- 
strated by the fork lift truck. Its introduction into 
the soft drink industry several years ago did more 
than speed up the handling of cases of fulls and 
empties in hundreds of plants. Adoption of lift truck 
handling methods also dictated one-floor design of 
bottling plants, required the use of improved floor- 
ing materials, and the redesigning of truck bodies 
to accommodate skid-loading. In some instances, 
distribution methods have been affected by the lift 
truck, with some bottling plants serving larger 


territories by means of area warehouses and over- 
the-road trucks. 

Other products which have been adopted by bot- 
tlers, usually after their introduction at annual 
A.B.C.B. expositions are electronic devices for in- 
spection, carton packers, carry home cartons in 
cardboard, aluminum and wood, bottle resealers, 
new insecticides, new types of paint and building 
materials, lighting fixtures, plastic hoses, new type 
bottle washers, detergents, new fruit essences. 

“Show Time” is given in the full program on 
pages 22-23. Make it your business to give it your 
full attention, for the benefit of your business. 


ACME STEEL COMPANY, Chicago, Ill. (847) 
PENN-SHERWOOD 
Representatives: J. H. Prout; J. J. Filas; V. J. Fiore; M. G. 
McGuinn 
AMERICAN BOTTLER, Atlanta, Ga. (731) 
AMERICAN CAN COMPANY, New York City (746) 
BARCLAY 
Representatives: E. K. Walsh; D. Poinier; S. Y. Hyde; 
G. Gryson; P. LaFrance; E. T. Cooper 

AMERICAN GAS MACHINE COMPANY 

Albert Lea, Minn. (118) PENN-SHERWOOD 
Representatives: L. A. Olson; A. L. Johnson, Jr.; Frank 
Richter; John Kirkman 

AMERICAN MFG. COMPANY, Chattanooga, Tenn. (346) 

ADELPHIA 
Representatives: W. P. Milner 

AMERICAN PARTITION COMPANY, Div of Clinton 

Foods, Inc., Milwaukee, Wis. (440). BENJAMIN FRANKLIN 
Representatives: C. N. Nooy: Don Heckert; Robert Quinn; 
Milton Chernin 

ANCHOR HOCKING GLASS CORPORATION, 

Lancaster, Ohio (818) BENJAMIN FRANKLIN 

AIDMON BOTTLE & SUPPLY CO., INC., 

Brooklyn, N. Y. (336) BENJAMIN FRANKLIN 
Representatives: Max Aidmon; Edward Linker; Lillian 
Linker; Edith Aidmon; Mickey Biddleman; Blanche 
Linker 

ARMSTRONG CORK COMPANY, Lancaster, Pa. (841) 

BELLEVUE-STRATFORD 
Representative: Jack McCormick 
ARTKRAFT MFG. COMPANY, Lima, Ohio (416) 
SYLVANIA 
Representatives: D. W. McManus; Don W. McManus; 
Gabe Comba; W. B. Clayton 


National Bottlers’ Gazette 





















@ Unlimited production facilities 


@ Complete technical service 


@ Accurate blending 


® Nationwide distribution 


Write us for Prices and Detailed Information. 


U.S.P. Vitamins in bulk 
e @ 


SUBSIDIARY OF STERLING DRUG INC. 





1450 BROADWAY. NEW YORK 18, N.Y 

Roccal 1S juat 2020 Greenwood Avenue. Evanston, III 

WAREHOUSE STOCKS: Rensselaer. N. Y.. Evanston, HL. Los Angeles 
FACTORY: CINCINNATI, OHLO 


Branch Offices 
. Kansas City (Mo.), Leos Angeles, Minneapolis, Portland (Ore.), St. Louis 
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Evanston 





su ffalo, 





Dallas, 


WORLD’S LARGEST SUPPLIERS OF VANILLIN 


THE TWINS THAT WIN: 


A 


The Original Lignin Vanillin 


ZIMCO’s outstanding excellence and uniform- Remember . . . your best source of finished, 
ity of flavor are the resuit of its exclusive, pat- ready-to-use flavors is your flavor manufac- 
ented manufacturing process . . . developed turer. Ask him about ZIMCO, the Original 
through years of scientific experiment and pure Lignin Vanillin. There’s nothing finer. 


research. 


Zimeo Vanillin is noted for Quality and Dependability. 


Consult Your Flavor Supplier 


(4 1450 Broadway, New York 18, N.Y CERTIFIED 


pws ‘hy; 4 \ 44 LILIA, ee 2020 Creenweed Ave., Evansten, 1000 toy2p¢ 


SUBSIDIARY OF STERLING DRUG INC. Fba¢ YELLOW No ; 


8 0767 


WORLD’S LARGEST SUPPLIERS OF VANILLIN 


Shipments direct from plant, Rothschild, Wisc. 
Emergency deliveries from: Atlanta, Dallas, Evanston (Ill.), Los Angeles, Portland (Ore.), ), Rensselaer (N.Y.), St. Louis and San Francisco 








ATLANTA PAPER CO., Atlanta Ga. (965) 

BELLEVUE-STRATFORD 

Representatives: Arthur L. Harris; Henry H. Ogden; Rob- 

ert N. O’Hara; Mrs. Dorothy Brand; Ben Frankie; Joe 

Williams; A. U. Salomon; Kenneth Everett; C. C. Hoff- 
hines; Jack Fletcher; Robert L. Gerson 

ATLAS METAL WORKS, Dallas, Tex. (1047-49) 

BENJAMIN FRANKLIN 
Representatives: Beude Storey, Jr.; Ernest A. Powers 
ATLAS TOOL AND MFG. CO., St. Louis, Mo. (341) 
BENJAMIN FRANKLIN 
Representatives: Glenn A. Delf; Robert Delf; Frank 
Parker. 

AUTOMATIC INDUSTRIES, INC. (324 & 328) 
Representatives: Bert Lane; Justin J. Goldsmith 

B & W PREMIUM SPECIALTY, Dayton, Ohio (310) 

BARISH PUMP CO., INC., New York City (312) 

PENN-SHERWOOD 
Representatives: L. M. Barish; Mrs. S. Barish; W. J. 
Marshall; R. A. Purdy; Mrs. R. A. Purdy 
BARQ’S BOTTLING CO.., Biloxi, Miss. (949) 
BELLEVUE-STRATFORD 
Representatives: E. Barq, Jr.: W. M. Barq: E. M. Barq 
(Miss.); J. G. Ritchie; Dr. A. H. Court 

BARRETT-CRAVENS CoO., Northbrook, Ill. (1257)... DRAKE 
Representatives: O. M. Lund; E. J. Heimer; C. E. Barnes; 
J. J. Curry. 

BARRY-WEHMILLER MACHINERY COMPANY 

St. Louis, Mo. (911) BENJAMIN FRANKLIN 
Representatives: E. King Graves; Paul K. Wehmiller; 
Robert H. Brady; Paul H. Spelbrink; William O. Keifaber 

THE E. BERGHAUSEN CHEMICAL CoO., 

Cincinnati, Ohio (1011) BENJAMIN FRANKLIN 
Representatives: Henry E. Schmidt; Alfred Berghausen, 
Jr.: Francis M. Wold 

THE BEVCO CoO., INC., St. Louis, Mo. (726) 

JOHN BARTRAM 

BIRELEY’S DIVISION GENERAL FOODS CORP., 

Hollywood, Calif., (814) WARWICK 
Representatives: Herb Ward; Ed Bowen; Dick Pearson; 
Jim Mathews; Clarence Way; Lee Otzen; Tom Bateman; 
Lloyd Lisk; Dale Roberts 

BLUE SEAL, EXTRACT CoO., INC., Cambridge, Mass. (802) 

WARWICK 
Representatives: E. A. Morgan; S. R. Casey; Francis 
Burns, Jr.; J. B. Clancy; Donald O'Neil 
BOND CROWN & CORK DIVISION, New York City (906) 
B-1 BEVERAGE COMPANY, St. Louis, Mo. (1051-1053) 
DRAKE HOTEL 
Representatives: Oliver C. Thener; Chester G. Bond; 
John E. Makay: Mort Bogie; Lou W. Harvey; Lloyd 
Detlofsen. 
BOTTLERS APPLIANCES, INC., Salisbury, N. C. (836) 
ADELPHIA 
Representatives: Bryce P. Beard; Chas. Chalich; John 
H. Beard; Alex P. Beard; Howard Furr; A. T. Marcus; 
E. J. Humphrey; Philip F. Connelly; Eliot Conner; Chris 
Fiske; L. H. Schwarz; Norman Hackstaff 

BOTTLING INDUSTRY, New York City (1055) 

BROCKWAY GLASS COMPANY, INC., 

Brockway, Pa. (433) BENJAMIN FRANKLIN 
Representatives: E. M. Tyndall; R. M. Kirkpatrick; Fred 
J. Hutchison; Jay Wells; J. A. Giddings; William Hett;: 
O. P. Amberg; Frank Roebal; E. M. Tyndall. 

BROOKDALE LABORATORIES, Bloomfield, N. J. (728) 

BENJAMIN FRANKLIN 

Representatives: Robert M. Sandri; A. J. Liscio; J. J. 

Pierettiz: R. M. Sandri; F. J. Sandri; Ray Liscio; Frank 
Valiere; James O'Shea; Ray Cesaletti; Frank Liscio 

BROWN MFG. COMPANY, INC., Newport News, Va. (1151) 
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FLO 


@@® We think we have a right to 
be proud,” asserts your Flo-Sweet Engineer, “that bottlers 
with the highest reputations for quality have come to regard 
Flo-Sweet as a standard for comparison. 

“It’s come to be their standard, we believe, because we’ve 
spent over a quarter-century earning recognition as the leader 
in developing and improving liquid sugar. Giving experi- 
enced technical help in solving bottlers’ problems is also 
standard procedure with Flo-Sweet. And Flo-Sweet service, 
too, keeps on setting new standards because serving indus- 


trial sugar users — and only industrial users — is our one 


business.” 





SERVING INDUSTRIAL 
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FLO-SWEET — Tailored to Your Needs 


Extremely low turbidity, low ash content, high 
clarity, and neutral flavor have made Flo-Sweet 
a favorite sweetener with the most critical bot- 
tlers. With it they enjoy all the convenience and 
sanitation of the liquid sugar method, and at 
the same time protect the flavor of their bev- 
erages. 

For purity, for quality, for service—progressive 


bottlers find it pays to standardize on Flo-Sweet. 











SUGAR 


Distributed from Yonkers * Pittsburgh + Toledo + Detroit 


REFINED SYRUPS & SUGARS, Inc. 


YONKERS, NEW YORK 
USERS EXCLUSIVELY 
35 
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LEGEND: 


[_] Outlined areas—solidly higher prices. 
Ill © Shaded areas—prices moving upward. 
M@ Red areas —solidly pre-war prices. 


7 ue map above pictures the nation-wide price situation in 
three classifications. Based on splits, white area prices are $1.20 
or above; shaded areas, 85c¢ to $1.12 and in the solid areas, prices 
are $.80 or below, per case. 


This month’s map, corrected as of Oct. 20, shows no changes 





of importance. During the last thirty days less than a dozen bot- 


tlers in the entire country have changed prices 


all upward, of 


course, but all in small amounts. In the main, these changes con 


stituted adjustments made by bottlers to meet the generally pre- 


vailing prices in their territory. 
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BUCKNER EQUIPMENT COMPANY, Chicago, Ill. (446) 

BURNS BOTTLING MACHINE WORKS, INC., 

Baltimore, Md. (1249) BENJAMIN FRANKLIN 
Representatives: James O. White: Mrs. Iona Burns: 
Shephard; Paul Girton; Donald E. Bennett: Wm. A. 
Quinn; Wm. W. Burns, Jr.; Mr. & Mrs. Neil Burns; Robert 
R. Willis 

CALUMET COACH CO., Chicago, Ill. (306) 

CANADA DRY GINGER ALE, INC., New York City (959) 

WARWICK 

Representatives: C. R. Bayles; J. W. Ellis; C. R. Bayles; 
W. G. Smith; J. W. Riley 

CARDOX CORP., Chicago, Ill. (406) WARWICK 

Representatives: C. E. Kershaw; R. T. Omundson; Don 

Brown; C. A. Dunn; C. F. Kershaw; J. P. Lamkin; Andrew 

Miller; J. S. Artman; B. Lowenthal; A. Oliner; R. C. 

Wothe; David Hamilton; Norman Ambs; Mack Smith; 


N. D. Whipple 
CEN-TENNIAL COTTON GIN COMPANY, Truck Body 
Department, Columbus, Ga. (1240) ADELPHIA 


Representative: J. Watkins Dimon 
CENTRAL TOOL COMPANY, INC., Hartford, Conn. (1140) 
ADELPHIA 
Representative: Max Miller 
CHAIN BELT COMPANY, Milwaukee, Wis. (441) 
BENJAMIN FRANKLIN 
Representatives: S. H. Kurtz; R. Lange; J. Thuerman; 
G. I. Schueltze; Roland Poisson; Nelson Hibbard; Ellie 
Lutts; John Stockbridge; G. H. Pfeiffer 
CHAMPION KNITWEAR CoO., INC., Rochester, N. Y. (313) 
CHAMPION VENDOR COMPANY, Hopkins, Minn. (106) 
PENN-SHERWOOD 
Representatives: Eugene H. White; Mern G. Ballagh; 
J. S. Callahan; Charles Deicke; Warner Palm; Martin 
Singleton; E. A. (Tug) Sweat; Howard Tebay; John C. 
Rieger L. S. Watlington; Tom Murphy; Russ Nelson 

CHATTANOOGA GLASS COMPANY, 

Chattanooga, Tenn. (901) WARWICK 
Representatives: G. O. Moore; Felton Adams; J. Frank 
Harrison; Lupton Avery: R. T. Settles; G. O. Moore; 
R. J. Kraft; C. J. Massa; Don Gordon; John Ryan; Fred 
Ryan 

THE CHERRY BLOSSOMS COMPANY, 

St. Louis, Mo. (915) BENJAMIN FRANKLIN 
Representatives: J. A. Sedgwick; Glenn W. Sedgwick; 
Jim Sedgwick: Walter R. Scales; Earl L. Hielsberg; 
Harold Basham; Robert W. Thornton 

CHERRY-BURRELL CORPORATION, Chicago, Ill. (641) 

BENJAMIN FRANKLIN 
Representatives: G. R. Pryor; E. H. Forster; F. L. Klotz; 
W. J. Marier; D. T. Fitzmaurice; J. T. Winslow; W. S. Stin- 
son; J. H. Cooley; E. A Hurlock; Ray Kowtalnuk; M. F. 
Bender; E. R. Randall; E. L. Slayton 


CHESTER JENSEN CO., Chester, Pa. (134) 
Representatives: Sid Broomall. 
CHEVROLET MOTOR DIVISION, GENERAL MOTORS 
CORPORATION, Detroit, Mich. BELLEVUE-STRATFORD 
Representatives: H. F. Blankership; H. H. Sechler; R. H. 
Schmittdiel, Jr. 
CHOCOLATE PRODUCTS COMPANY, Chicago, Ill. (418) 
BENJAMIN FRANKLIN 
Representatives: Mr. and Mrs. A. T. Kurgans; Mr. & 
Mrs. A. D. Pashkow; Mr. Lowell Zien; Mr. H. W. Kuper 
CHOK-A-FIZZ PRODUCTS CO., Chicago, Ill. (107) 
PENN-SHERWOOD 
Representatives: H. Larry; Ray Markman; Jack Mc- 
Illeney; Miss E. Hopps; E. Liss; Mrs. E. Liss; Jim Bennett; 
Mrs. H. Larry 





(Continued on Page 82) 
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These Carry-Home Cartons are adapt- 
able to all soft drinks—printed in your 
own colors, with your own designs and 
trade-marks—or in special designs cre- 
ated by Gardner artists—really custom- 
made! 

Gardner Quality Carry-Home Cartons 
are exceptionally sturdy—constructed 
for multiple re-use on white, clean board 
that makes colors sparkle. And it’s a 
satisfaction to know that they are made 
by one of America’s largest, oldest 
packaging specialists— with five plants 
strategically located in mid-America, 
and backed by more than fifty years of 
specialized experience. 




































4 thie GARDNER QUALITY 


CARRY -HOME CARTONS 





Proof of all this is no further away than 


the coupon. Mail it today. 


THE GARDNER BOARD AND CARTON CO. 
Middletown, Ohio 


Please send sample and prices of your : 


{] Six 6-0z., and 7 oz., returnable Carry-Home Carton 
() Six 10-o0z., and 12-o0z., returnable Carry-Home Carton 
() Have a Gardner representative call. 


Type of beverage for which Carton is intended 





(If you like, send a sample of your present carton for 
quotation, indicating quantities in which you purchase.) 


NAME 





FIRM 





STREET 













ciTy STATE 










4-Day Open House Party 
Launches Vernor Plant 


Thousands attend ceremonies; re- 
markable plant wins plaudits. 


& icvemt, September 18, was a memorable day 
in the history of the 88-year-old James Vernor 
Company—A Public Open House was held at the 
fabulous new home of Vernor’s Ginger Ale in 
Detroit, Michigan. The plant was pictured and re- 
viewed in a special 16-page section of N.B.G., 
August issue. 

The turnout numbered in the thousands, and 
everyone was given an opportunity to tour the plant 
facilities and to view the bottling and packaging 
departments in operation. Supervisory employees 
stationed throughout the plant explained the various 
processes of manufacture, and complimentary drinks 
of Vernor’s were served by the company. 


the extract department with its gleaming percolators 
and big tanks was an intriguing mystery... 





The overall Grand Opening festivities spanned 
four days—September 15, 16, 17, and 18. Enthu- 
siasm and expressions of hearty praise were ex- 
tended to Mr. Vernor Davis, President, by the local 
businessmen, newsmen, competitors, suppliers, deal- 
ers, and franchisers who attended the event. 

Hundreds of the company’s dealers attended the 
Special Dealer’s Preview which was held on Sep- 
tember 16. All members of the Vernor franchise 
and branch plant organization had their “preview” 
of the plant on September 17. 
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| drinks (of Vernor’s Ginger Ale, natch), are on the 
| house . 


Your market for 


SUCARYL sweetened beverages 


(Cyclamate Abbott) 


| the visiting public even found interesting this demon- 
Ever since its launching SucaRYL has been exciting news. And stration of rear loading of the palletized body trucks... 
every day industry interest increases in this non-caloric sweetener 
which gives true sugar-like flavor without added calories or 
tell-tale bitterness. Bottlers and canners all over the country are 
proving there’s a ready-made market for SUCARYL-sweetened 
products . . . with generous profit. Statistics show it’s a huge 


market... at least 25 million strong. 


With this enormous potential, there’s still plenty of room for more 
dietetic products. Now is the logical time to launch your own line 
... to implant your brand name in the minds of ready-to-buy, 


diet-conscious customers. 





If it’s facts you’re lacking, we’ll be happy to supply them. Write | the automatic casing machines, as well as the other 
for your free copy of the booklet, “Making the Most of the mechanical marvels in the plant, awed the visitors .. . 
Dietetic Market with SucarRyL.’’ Chemical Sales 


Division, Abbott Laboratories, North Chicago, Illinois. l bt root 








International 
SOFT DRINK | 
INDUSTRY 
EXPOSITION 


PHILADELPHIA 
NOVEMBER 
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| Recent Court Rulings 































































































at Booth 936, ABCB Convention, Nov. 15 to 18, 


and looking forward to saying “hello” to our many friends and cus- 


tomers. Until then, remember... glass containers are still your best buy! 





GLENSHAW GLASS CO., INC. Glenshaw, Pa. 


G 


Glenshaw 


| =You ss a) 
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Of Interest To Bottlers 


No Act of Negligence 


Judgment for a bottler of soft drinks was recently 
rendered by the New York City Court, Trial Term 
Queens County, in the case of Risi v. Beverage Co. 
where the plaintiff alleged but failed to establish 
negligence on the part of the bottler. The plaintiff 
was injured when the bottle broke while he was 
handling it, and alleged negligent bottling, exces- 
sive carbonation and glass container defects. The 
bottler in this case denied negligence and offered 
proof that bottling was performed in conformity 
with accepted methods of testing and inspecting 
bottles. The complaint was dismissed and judgment 
was entered for the bottler. The court held that 
the plaintiff failed to establish negligence on the 
part of the bottler. 


Therapeutic Claims for Carbonated 
Beverage Discontinued 





The Federal Trade Commission has approved 
a stipulation in which a company has agreed to 
modify claims for a carbonated beverage contain- 
ing vitamins and minerals. The company agreed 
to stop representing the product as of value in the 
prevention of colds or rheumatism. The stipulation 
agreement also provides for discontinuance of un- 
qualified claims that the product is of value in the 
prevention or treatment of aches or pains, head- 
aches, stomach distress, constipation, rundown con- 


dition or any other symptoms or conditions. 


Public Liability 

The plaintiff in this case sued the City of New 
York as owner and operator of soda vending ma- 
chine located in a sbway station. The plaintiff fell 
on the subway platform and claimed spilled soda 
created slippery spot which caused the fall. Trial 
judgment of $22,500 was reversed on appeal with 
the court holding that there was insufficient evidence 
of notice to the owner and operator of the ma- 
chine as to the existence of slippery condition caused 
by the machine to justify the verdict. 


State and Local Taxation in Pennsylvania 


The Court of Common Pleas for Philadelphia 
recently held persons engaged in selling and bot- 
tling carbonated beverages are subject to a state 
registration fee and payment thereof is in lieu of 
the general mercantile tax, therefore such persons 
are exempt from the Philadelphia mercantile license 
tax. 
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MUSICAL 
> CAROUSEL 














THE MOST SPECTACULAR, 
SALES. SOARING 


, SET-T0- Music 


POINT-OF-SALE PROMOTION 
FOR SUPER-MARKET OUTLETS 














Boosts the sales of 
your products 

without cutting prices 
or grocer’s mark-up. 
Creates extra traffic 
and volume sales 

for the entire store 
without taking an inch 


of its floor space. 


BOTTLERS EVERYWHERE SHOW AMAZING RESULTS WITH MUSICAL CAROUSEL PROMOTIONS 


SEE THE MUSICAL CAROUSEL AT THE 
PHILADELPHIA CONVENTION—NOV. 15-18 
BOOTHS 324 and 328 





CAROUSEL 


TURNS “EYERS” INTO BUYERS! 
USED WITH FABULOUS SUCCESS IN 
THESE LARGE SUPER-MARKETS: 


odu oe ppeal to bile 
a irr t y transported ween 
¢ et parking lot- 


it sells your 














Atlantic & Pacific Big Bear Stores Wrigley’s Stores, Inc. 

Winn & Lovett Pick-N-Pay Super Markets Safeway Stores 
Weingarten’s The Fisher Bros. Co. Stop & Shop Super Markets 
H. G. Hill Co. Shopwell Foods, Inc. Jewel Food Stores 

The Kroger Co. National Tea Company High Low Foods 

The White Stores Big Bear Markets of Mich. Colonial Stores, Inc. 

Dixie Home Stores Food Fair Schaffer Stores, Inc. 























COMMUNITY 
FUND-RAISING DRIVES... 


Musical Carousel promotes goodwill 
and advertises your products 
at the same time. 


MUSICAL CAROUSEL sold exclusively to one bottler 
in a trading area. It carries the identification 
of your products. Always an eye-catching 
spectacle on city streets. 


























CHURCH AND FRATERNAL PARTIES 


You can make Musical Carousel available for 
charity affairs and gatherings of over 100 


People, where your product is used. 


INDUSTRIES, inc. 


1860 N. E. 146th Street ¢ North Miami, Florida e Tel. North Dade 6-4437 

















CAMERA 
HIGHLIGHTS... 


ENTERTAINING THE VISITORS 





“Charlie” the Seven-Up monkey entertained a record 
attendance of over 230,000 visitors on the midway at the 
southern California exposition and county fair in Del 
Mar, California recently. “Charlie” has been with the 
Seven-Up Bottling Company of San Diego for the past 
five years. 





SMART PROMOTION FOR MINT GINGER ALE 





The new Mint Ginger Ale promotion brought Cott officials 
and ad agency account executive to the regional sales 
meeting held recently in New York City. Franchised bot- 
tlers, distributors and their salesmen listened to (left to 
right) Walter Bonvie, Cott advertising manager; Albert 
Cott, vice president, and Ernest W. Gross, account execu- 
tive for Cott at John Dowd, Inc., Boston. Highlight of this 
promotional campaign is to introduce the new flavored 
drink to the public for 5 cents (32-ounce bottle) when 
purchased with another quart of Cott Root Beer. Special 
neck labels will herald the price offer of two quart bottles 
for 28 cents. 
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Bring hospitality up to date 


—Sorve the modem, 
the iqlat refreshment 








HE modern idea of hospitality is a break for everybody— including 
| a hostess who can relax and join the fun. For the first rule of modern 
entertainment is that food and drink be plentiful without being heavy, 
or hard to prepare. 
Today’s guests prefer it that way. Even the heartiest appetites among 
them favor the lighter, less filling dishes—to the benefit of their looks, 
their figures and their health. And today’s best 
hostesses respect this wholesome modern taste. 
As Pepsi-Cola respects it too! Because Pepsi, 
too, has kept up with the times. That’s why to- 
day’s Pepsi-Cola is dry (not too sweet), reduced in 
calories—and why Pepsi is today more popular 
than ever. 
Bring hospitality up to date. Serve Pepsi-Cola, 
the modern, the light refreshment. It refreshes 
without filling. 




































Zephyr bodies have been known to outlast other bodies in 
the fleet 2 and 3 times. We have records of Zephyrs in use 
as long as 15 years, then starting another stretch of service 
after overhauling. This extra life is built into every Zephyr 
body that leaves our factory .. . put there by Specialty 


design and construction. 


Zephyrs are all steel — the finest hi-tensile stee! — specially 
designed, welded and constructed to weigh less and to 
last longer — to keep upkeep down and performance up. 
Zephyrs are built better, stronger, tougher, sturdier, of 
better materials and better workmanship. Built lighter in 
weight for greater load capacity and for greater economy. 
As much as 500 to 1000 lbs. less weight. Result — lower 


operating costs, increased efficiency. 


Whatever your specific requirements, Specialty can save you money on 
delivery costs. New Pallet designs or Open Rack construction with 
Specialty-engineered features that spell utmost efficiency and economy. 


Write Specialty Today. 


SPECIALTY ENGINEERING CO. 


TORRESDALE AVE. and PENNYPACK STREET, PHILADELPHIA 36, PA. 













BOOTH 1017 
ABCB CONVENTION 
CONVENTION HALL—PHILA. 
NOV. 15 TO 18 





ZEPHYE 


BODIES 


A PRIZE FOR ORIGINALITY 





Fairs and expositions are considered important toward 
building good public relations in the Straight Settlements 
of Malaya, as well as in the United States. Pictured here 
is the booth of the Mission franchise, Mis-Sino Company, 
Ltd., at the Trade Exposition which was held at the Happy 
World Park, Singapore, August 1 through 15. Mr. Robert 
Lee, Manager, received the prize winning cup for his 
originality and beauty of decor in the construction of the 
booth. 





SOUVENIR BOTTLE FROM OWENS-ILLINOIS 





Actress Shelley Winters exhibits the souvenir beverage 
bottle which will be distributed by Owens-Illinois Glass 
Company at its booth at the annual convention of the 
American Bottlers or Carbonated Beverages at Convention 
Hall in Philadelphia, Nov. 15 to 19. The souvenir bottle 
is decorated with historic Philadelphia scenes. 
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SPECTACULAR COCA-COLA SIGN IN LONDON 


| 
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The largest advertising sign in London's famous Piccadilly 
Circus, a spectacular for Coca-Cola containing nearly a 
mile of neon and fluorescent tubing, went into operation 
| early this month. This newest electric display in the Times 

Square of London stretches 44 square feet and contains 
a flashing effects system over a cycle of 17 seconds. It 
features a Coca-Cola trade mark, a series of colored 
ellipses and the legend, “Have a Coke—Delicious—Re- 
freshing.” Coca-Cola is bottled in the United Kingdom by 
nine independent companies and is sold in Britain under 
an agreement with the Coca-Cola parent company. 








TOURING THE COUNTRY 





NSF —aee 


Robert M. O’Hara, manager of the Bottle Master Divi- 
sion of the Atlanta Paper Company is shown saying fare- 
well to Bill West as he leaves on the maiden voyage 
of the tour of the Carton Opener Machine. Bill West will 
tour the country, demonstrating the carton opener in 
bottlers’ plants from coast to coast. The machine is com- 
pactly stored in the attractive trailer shown above, and 
is so designed that the machine rolls off the trailer, into 
the plant, plugs into any electrical outlet and is ready 
for an on-the spot demonstration. 
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SOAKER-TYPE 


OTTLE WASHER 


For CLEANER BOTTLES at LOWER COST 


The Standard “D & L” Bottle Washer gives you faster, 
more efficient service at a remarkably low operat- 
ing cost. Rugged construction, and mechanically 
simple design, helps eliminate costly upkeep and 
provides unparalleled dependability. The “D & L” 
is designed to eliminate scratching, chipping and 
abuse of bottles. Above all, a “D & L” in your plant 
will make an attractive installation. Plan on a 
“D & L” Bottle Washer . . . the wise choice of expe- 
rienced bottlers everywhere. 


“D&L” JOB-PROVEN WASHERS 
Protect your Product and Reputation 


DOSTAL & LOWEY COMPANY 


MENOMONEE FALLS WISCONSIN 





OES A BETTER JOB 


& 


ATA OWER COST 








AUTOMATIC UNLOADER 
Efficient, Effective — Filler can be 
placed on either side, 





SWIVEL CAUSTIC HEADER 
Swings out for accessibility — Rinse 
Headers easily pulled out. 





DRIVING MECHANISM 
Smooth running — totally enclosed, 
Variable speed control. 
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The bottle crown 
is everyone’s introduction 
to delicious reFRESHment. 


We'll be looking forward to seeing all our friends 
in the soft drink industry during Convention Week 
in Philadelphia. We hope you will stop and visit 


with us at 








BOOTH 945 








MUNDET CORK CORPORATION +» CROWN DIVISION 
NORTH BERGEN, NEW JERSEY 
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There's a Mundet Office 
or representative near you 


*ATLANTA 
339-41 Elizabeth Street, N.E. 
*BOSTON 


57 Regent St. (No. Cambridge 40) 


CHICAGO 
35 E. Wacker Drive 
CINCINNATI 2 
427 West 4th Street 
DALLAS 1 
601 Second Avenue 
DETROIT 21 
14401 Prairie Street 
*HOUSTON 1 
Commerce and Palmer Streets 
JACKSONVILLE 6, FLA. 
800 E. Bay St. 
KANSAS CITY 7, MO. 
1428 St. Lovis Avenue 
*LOS ANGELES (Maywood) 
6116 Walker Avenue 
*MILWAUKEE 9 
4834 N. 35th Street 
*NEW ORLEANS 16 
315-325 N. Front Street 
PHILADELPHIA 39 
856 N. 48th Street 
ST. LOUIS 9? 
3176 Brannon Avenue 
*SAN FRANCISCO 7 
440 Brannan Street 


*In Canada: 
Mundet Cork & Insulation Ltd. 
35 Booth Avenue, Toronto 


*CROWNS CARRIED IN STOCK 


MUNDET CROWNS 


OUTSTANDING DISPLAYS SPARK HIRES 
NEW ENGLAND BOTTLERS’ Ic SALES 
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The Hires lc sale promotion staged by Southern New 
England bottlers contributed greatly to increasing case 
sales per outlet and helped get Oldtime Hires off to a 
fine early summer season start. Good merchandising was 
effected through the use of attractive window posters, 
store cards and neck hangers in conjunction with unusual 
mass product display in many outlets. This display at 
Stop and Shop, Milford, Mass., was arranged by the 
Hires Bottling Co. of Shrewsbury, Mass. In spite of cool 
weather prevailing throughout the New England area, 
the lc sale promotions proved excellent in stimulating 
Hires sales. Large and attractive floor displays, it was 
found, serve to attract attention and swell soft drink sales. 





INSPECT NEW BOTTLING EQUIPMENT 





Chicago Beverage Company executives view the new 
equipment recently installed at the plant with Dan O'Neill, 
Orange-Crush territorial sales manager {or Illinois, Left 
to right: Dan O'Neill, Max Cherney, vice president of 
Chicago Beverage Co., and Morris Gitlitz, president of 
the Company. 
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Store Conveyor Handles 
20,000 Cases Weekly 


rb in. of the difficulties associated with bottle re- 
turns to retail outlets have been eliminated through 
installation of an elaborate conveyor system in the 
new Fred L. Rapp super market on Hall’s Ferry 
Road, St. Louis, Missouri. 

Fred Rapp, head of the St. Louis chain, invested 
nearly $8,000 in the system, designed to perma- 


a 





nently do away with pile-ups, breakage, mistakes 
and other drawbacks of bottle handling. As a result, 
' this newest of Rapp stores can handle upwards of 
20,000 cases per week during the summer months 





Ne Aer a 


with only one full-time employe! 
Factors in the system include a combination of 





gravity and powered conveyors which travel over 





100 feet from the front of the store to a separate 

basement bottle-handling room in the rear, then up 

to a truck loading dock along the rear wall. — 
Bottles as returned for refund are carried by the 





customer to a stainless-steel enclosed booth in the 





left front corner of the store. The manager’s office 
and other functional units are enclosed in the same 
area, with a refund cashier with wicket window 
at the front. A 
| The bottles roll down a gentle incline a distance : 
of 80 feet, on the gravity conveyor, before stopping 
at a powered conveyor unit which delivers them of at 


slowly to the basement floor level. At the end of the 


powered conveyor is a table top of rollers, contain- : 

ing a double relay stop. When a full case rolls over ‘é 
a relay stop roller, the conveyor is shut off until the 

table top is cleared again. In this way, there is no 

danger of breakage or piling up. (() . 3 


“The Nehi Line 


is the most complete line 
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in the industry!” 









NEHI and par-T-PAK 
come in 4 
variety of flavors: 
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» PALE DRY 








NEHI CORPORATION 
COLUMBUS, GEORGIA 













The customer or cashier places the cartons or cases on 
this end of the conveyor, which emerges from the wall 
near the refund booth. 
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One man is kept on duty in the 15x15 foot base- 
ment bottle room, sorting the returns as they are 








received into proper shells, stacked in neat columns 











L ) around the walls of the room. Opposite the receiving 
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conveyor is a similar two-way electric powered con- 
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this year you can't afford to miss 
COTT at ABCB convention 
behind. Thus the empties can move up a 45-degree 


conveyor to the truck bed from the basement as 


s s 
or Hotel Warwick Suite ea quarters the transports of various bottling firms arrive. 


The loading-out conveyor serves a double purpose 





Moving from the store’s main floor to the basement sort- 
ing and storage area, returns are handled quickly and 
efficiently. A combination of power and gravity conveyor 
is used. 





veyor which connects directly with the truck dock 





in receiving full cases of soft drinks and beer as 

needed. However, the major purpose of the elaborate 

conveyor system is simplification of the bottle- 

° h | a | handling problem, according to owner Rapp. In most 

for the Hottest News in T © n ustry ° instances, it isn’t necessary for the refund cashier 

to handle bottles at all, the customer merely placing 

them on the conveyor to begin the trip to the base- 
ment as per the cashier’s instructions. 





to be good 
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With only one full-time employee, as many as 20,000 
cases per week of filled goods and returns can be han- 
dled in this supermarket by means of a simple conveyor 
system. 
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Local Problems Aired 


Tw most successful convention in 
its hostory, in terms of attendance and 
interest, was recently held by the 
Hiawatha Bottlers Association (Mich. ) 
at Houghton. 

One of the chief speakers was Sen- 
ator Leo H. Roy, of Hancock. He 
detailed the working of the Michigan 
Business Receipts Tax, which he de- 
clared as one of the most equitable 
levies enacted by the State in several 
decades. Curiously, this tax applies 
to doctors and lawyers, as well as 
businessmen. 

George Harvey, a former secretary 
and one of the founders of the asso- 
ciation, lamented the discontinuance 
of the deposit provision and the sub- 
stitution of no-deposit bottles and cans 
for the regular containers. He charac- 
terized the non-returnable bottle and 
can as nuisance items which are too 
frequently found along highways and 
beaches. 

Officials named to manage the asso- 
ciation were as follows: 

President—Larry Fleming, Escan- 

aba, Mich. 





OFFICERS ALL 
Seated — Larry Fleming, Escanaba, president; Herman Haapala, Sault Ste. Marie, 
vice-president; Heimo Mattson, Hancock, secretary-treasurer. Standing, Directors 
Nick Bink, Escanaba; Ray Hironen, Marquette, and Raymond Hansen, Menominee. 


Hiawatha Bottlers Group Meets; 





Vice-Pres.—Herman Haapala, Sault 
Ste. Marie, Mich. 

Sec.-Treas.—Heimo Mattson, Han- 
cock, Mich. 

Directors—Nicholas Bink, Escana- 
aba, Mich.; Ray Hirvonen, Mar- 
quette, Mich.; Raymond Hansen, 
Menominee, Mich. 

At another business session, an_ad- 
dress by President Neil Maki and a 
welcome by Mayor Charles McMani- 
man of the City of Houghton were 
heard, and delegates saw a few color 
films on color produced by Mundet 
Cork Corp. H. A. Mattson, the asso- 
ciation secretary, gave the secretary’s 
report and the main address was de- 
livered by Norman Hirsch of the 
Orange Crush Co. 

Mr. Hirsch stressed the value of 
advertising and the proper manner of 
exhibiting bottled and canned goods 
in today’s vast array of retail outlets. 

Nicholas Badovinac, state super- 
visor of food inspection in the Upper 
Peninsula’s 15 counties, detailed the 
operation of his department. He gave 
the bottlers a clean bill of health. 


A COMPLETE 





For quality-controlled flavors 


PRESSURIZED BLENDING 
FOAM-REDUCING TREATMENT 
ULTRA-REFINING 
GUARANTEED UNIFORMITY 





WRITE FOR OUR NEW PRICE LIST 
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329 CANAL STREET NEW YORK # 








LINE OF FLAVORS FOR EVERY NEED, 


Connecticut Urges Industry Cooperative Advertising Campaign 


Fad RECORD-BREAKING attendance of relations program on behalf of the en- 
160 bottlers and supplymen enthusias- tire industry. 

tically endorsed the resolution pre- This resolution was adopted after 
sented at the 36th annual Convention several speakers had called attention 
of the Connecticut Manufacturers of to serious inroads on bottled carbon- 
Carbonated Beverages, requesting ated beverage sales made by the dairy, 
the ABCB to launch a vigorous public tea, beer and fruit juice industries. 


YOU ARE INVITED 


TO SEE A An excellent panel group handled questions at the final business session of the con- 
vention. Left to right: J. F. Walsh, Coca-Cola Bottling Co., Willimantic; C. H. Buckley. 





° 2 e,;°e@ Jr.. Continental Can Co., New York City: W. A. Bonney, Avery's Bottling Works, New 
Most Interestin Exhibition | Britain; J. J. Cott, Cott Beverage Corp., New Haven; A. C. Schwartz, Glenshaw Glass 
Co., Glenshaw, Pa.; P. M. Mayer, No-Cal Div., Kirsch Beverages, Inc,, Brooklyn, N. Y.; 


W. C. Silver, Elco Beverage Co., Bristol. 
IN OUR 


Booth No. 848 


PHILADELPHIA 


ABCB CONVENTION 
NOVEMBER 15-18 


ASS'N OFFICERS RE-ELECTED: HEAD CONNECTICUT SERVICE CLUB 


John F. Walsh, Willimantic, vice-president; Joseph Gochros, secretary; N. C. Boggini, 
Charles D. Brooks, Jr., South Norwalk, outgoing president; Wm. G. Christensen, 
president; Carl F. Schirmer, Meriden, sec- president; Joseph F. Hellauer, treasurer. 
retary. 


SHOWN HERE 
IS A P&R 
WATER 
TREATING 
SYSTEM 


POTTER & RAYFIELD. INg 


P.O. BOX 1042 ATLANTA, GEORGIA 


Panel session brought an‘ “SRO” audience, with bottlers and panel mem- 
bers exchanging rapid-fire opinions. 
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The resolution will be presented for- 
mally by the officials of the Connecti- 
cut association at the ABCB National 
Convention in Philadelphia in Novem- 
ber. 


It reads as follows: 
“WHEREAS, the carbonated bev- 
erage business is faced with certain 
changed conditions that require im- 
mediate attention and the adoption of 
vigorous measures to cope with them; 
and 
“WHEREAS, there is involved in 
such conditions the lack of proper in- 
formation to the public of the benefits 
of carbonation and the erroneous im- 
pression by the public that carbonated 
beverages are harmful; and 
“WHEREAS, there is further in- 
volved the necessity of competing with i] 4 | See 
other products that have the backing it 
and benefit of well organized mer- 1B | ALL the 


chandising and advertising programs 


carried out upon a national scale by \ \Re ey Newest Developments 













thoroughly integrated groups. ANN Bie: a 

“NOW, THEREFORE, i is hereby a) in BRUSHES at... 
resolved by the carbonated beverage 1 ie ; 
bottlers of Connecticut through the ty ? . 
Connecticut Manufacturers of Car- \ 4 
bonated Beverages, Incorporated, as i q ; 


follows: 













“1. That our national association, - 


the American Bottlers of Carbonated ae A. B. C.B. EXPOSITION. 


Beverages, be requested to give im- 


mediate attention to the foregoing q 5 PHILADELPHIA 










conditions ; 
“2. That said Association take ef- 


VORC HENNING INC. PAL PEND 


VOLC AGING. INC, PAT. PEND 
Mob KENING. INC. Pat PEN 





fective measures and vigorous means : 
to meet such conditions and set up and NOV. 15-1 Sth 
carry out a program upon a national 
level for that purpose; 

“3. That such a program use media 
that will adequately bring to the con- 
sumer the correct information about 
carbonated beverages and their bene- 
fits and advantages and that such As- 
sociation establish a centralized group 
for the purpose of carrying out such a 
program ; 

“That such Association exclude 
from its membership any producer 
who manufactures or sells non-car- 
bonated beverages exclusively.” 

The one-day convention, which was 
held in Hartford on October 18th, 
owed its record turn-out and success POMS OD ,' ™ ae ; 2 


“IMt SNINIWIION 


to the efforts and support given to the eo 
convention by the Connecticut Service Wel ke sili ile INC 
Club, which sponsored a big get-to- ? eee Brushes for the 


reg 6700 Third Ave., Brooklyn, N. Y. Beverage Industry Since 1897 





gether party on Sunday evening, Octo- 
ber 17th, a free luncheon on the 18th, 
and a gift-loaded bingo party for the 
ladies. 

Speaking at the business session 
were James E. Kelley, Kelley Food 
Stores; Edwin F. Wagner, A.B.C.B. 
Executive Board member, and Joe 
Lapides, Treasurer of the A.B.C.B., 
who made an unscheduled appearance 
at the convention. 

Highlight of the program was a 
stimulating two-hour informal panel 


session, from which arose many inter- 
esting and important discussions. On 


20 to 22 million cases of canned soft 
drinks will be sold” (Buckley). 


William C. Silver, 
Elco Beverage Co. 


the panel were: 
Christopher H. Buckley, Jr., 
Continental Can Co. 


Paul M. Mayer, No-Cal Division, 


Kirsch Beverages, Inc. 
Alfred C. Schwartz, 

Glenshaw Glass Co. 
John J. Cott, 

Cott Beverage Corporation 
John F. Walsh, 

Coca-Cola Bottling Co. 





FIGURES aren’ 


always dull. . . 


’*@ MarBert bottlers find 
= their SALES figures 


most exciting! 


Yes, those mounting sales figures 
make exciting reading when a 
bottler uses MarBert or M-P 
Cherry Cola. You'll see why when 
you order your trial gallon.* Mar- 
Bert's delicious flavor and low cost 
makes it a natural for steady sales 
at a sweet mark-up. Mail the cou- 
pon right away. 





Visit the MarBert Booth No. 717-719 at 
the ABCB Exposition in Philadelphia 











available for 





Name 
Company 
Address 
City 


MARBERT PRODUCTS, Inc., 
19 E. Lombard St., Baltimore 2, Md. 
Here's your dollar, send me a gallon of bottling syrup of the flavor 
checked and information on prices. 


TRIAL GALLON $ ] 


MarBert Coie 


trial only to bottiers in U.S. and Canada. 


*Syru 
ee MarBert Cola and M-P Cherry Cola are sold regularly as a concentrate. 
yaaa ee = we PRE R RL EP ER DS PPT TCR RE ER 


MarBert Cola C 
M-P Cherry Cola  — 
(check here) 


Zone State 
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William A. Bonney, 
Avery’s Bottling Works 

Typical of the down-to-earth com- 
ments by the panel members were 
these remarks: 

“Cans are here to stay, and I can 
tell you that cans stand up as a pack- 
age for soft drinks. You must remem- 
ber, however, that each product is dif- 
ferent, and the can has to be made to 
meet individual drinks. ... In 1954 


“We’ve lost business this year not 
because of bad weather or business 
conditions, but because outside com- 
petition has crept into the soft drink 
industry and taken away our sales in 
the home. We need an active public 
relations committee in the A.B.C.B.” 
(Cott). 

“Some years ago, the Bottlers’ Ser- 
vice Club of New York and New Jer- 
sey came up with the answer. We 


You mean-by improving 
the color, we increased 
sales that much! 


Step-up the consumer-acceptance of your 
product by adding the sales-appeal of . . . 


MHL 


% 


Peacock Brand 








CERTIFIED FOOD COLORS 


Manufactured and Distributed by Wm. J. Stange Co. 


Chicago 12, Illinois 


Oakland 21, California 


In Canada: Stange-Pemberton Ltd., New Toronto, Ont. 
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THE WOMEN WON! 


The ladies came and had a wonderful 
time—thanks to the efforts of the supply- 
men’s organization. They are shown here 
enjoying the “Bingo” party. Fifty-odd 
prizes (shown below) were awarded. 





Supplymen were well represented at 
Conn. meeting. Above: Rubin Fox, Fox 
Spring Beverage Co., Norwich and Lowell 
Isenstadt, Lynbrook Beverages, New 
Haven, visit with Milton Rosenberg of Les 
Cal Beverages. Below: Ideal’s Philip Mills 
dispensed cold drinks during the break in 
the business sessions. 
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IT 
TASTES 
BETTER 

IN 


GLASS! 











GLASS CONTAINEp, 
we) f = 
“ING IN 
SINCE 1918 


. Gwailable tn EMERALD GREEN, GEORGIA GREEN and FLINT 


SAPULPA, OKLAHOMA | 








sponsored a national slogan contest 
and picked ‘Bottled Soft Drinks—Food 
For Thirst.’ This industry needs a big 
national push. If you don’t do any- 
thing about it, you’ll go to your own 
funeral!’ (Schwartz). 

“Dietetic drinks do not hurt the sale 
of sugar beverages. Actually, they 
help, and we have records to prove it” 
(Mayer). 

“What’s the solution for the little 
bottler? I’ll tell you what I’ve done. 








I run a cash-and-carry business—di- 
rect to the consumer. I do about 24,000 
cases a year, but I make money!” 
(Bonney ). 

“Tf we can’t get the industry to do 
a public relations job on a national 
basis, to combat this outside competi- 
tion, then maybe we can do it on a 
State and local level” (Silver). 

“The milk industry is doing a won- 
derful job. So can we do a wonderful 
job on the positive values of carbon- 


PALE DRY 


Ginger At Its Best! 
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What’s to crow about? 


Plenty! Plenty of flavor... 
plenty of quality... plenty of sales 
appeal. Find out for yourself, 


write for samples. 


SEE US AT ABCB § BOOTH *636 AND WIN A RADIO-CLOCK! 





SALIENT FLAVORING CORP. 


45 Suffolk Street, New York 2, N. Y. 


OUR 25th YEAR OF QUALITY FLAVORS TO THE TRADE 
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ated beverages. But we’re content to 
sit back and do nothing about it” 
(Walsh). 

The officers and executive board 
members were all re-elected, as fol- 
lows: 

Charles D. Brooks, Jr., South Nor- 
walk, President; John F. Walsh, Wil- 
limantic, Vice President; Alfred R. 
Tomassetti, Meriden, Treasurer; Carl 
F. Schirmer, Meriden, Secretary. 

Members of the Board: O. J. G. 


Schneler, Stamford; Daniel J. Leary, 


Waterbury; Emil Mascolo, Water- 
bury; Oscar Silverman, Norwich; 
Hector H. Maggia, Central Village; 
Louis Varga, Bridgeport; Alfred 
Tomassetti, Meriden. 

The Connecticut Service Club elect- 
ed William G. Christensen, Armstrong 
Cork Company, as President; Joseph 
Gochros, Connecticut Carbonic Com- 
pany, Secretary; and Joseph F. Hel- 
lauer, Pure Carbonic Co., Treasurer. 





B-1's 10-oz Bottle Proves “Right” 


7 ne introduction of the 10 oz. bottle 
by the B-1 Beverage Company has 
proved to be a great success, even be- 
yond anticipation, according to O. C. 
Thener, president of the company. 

The “‘King-Size” for the bottling of 
B-1 Lemon-Lime flavor was first offered 
to B-1 bottlers last summer. It was of- 
fered as an adjunct to and ally of the 
long popular 7 oz. lemon-lime package. 
It was felt by Mr. Thener and other 
B-1 officials that the trend was to more 
for the money, whether in cigarettes, 
beer or other food products. 

They felt that shoppers were acutely 
price conscious and were hunting val- 


7 


ues, in beverages as well as in meat 
and vegetables. In fact, it was felt to 
be even more important to bring bev- 
erages, a non-staple, down to the 
pudse-level of the customer. 

The innovation of the 10 oz. bottle 
was introduced to the trade by B-1 
Beverage Company in late Spring. 
Several bottlers placed orders for the 
new bottles. Soon the public was aware 
of the new economical bargain in the 
quality drink, B-1, and sales began to 
roll up. 

“We started production and distri- 
bution of B-1 Lemon-Lime Soda in the 
new King-Size 10 oz. bottle approxi- 
mately two weeks ago’, wrote one 
Mid-Western bottler to Mr. Thener 
recently. He resumed, “If someone had 
told me that this 10 oz. size would re- 
ceive such an enthusiastic reception 
among the dealers I wouldn’t have be- 
lieved him. It is truly amazing. 

“We all know that the beverage mar- 
ket of today is changing and the ac- 


ceptance of this king-sized B-1 pack- 
age certainly bears out the fact that 
the place to look for increased sales 
volume today is the carry-home mar- 
ket. In checking we find that the house- 
wives like this 10 oz. size package for 
its convenience. We have found that 
the 10 oz. package is a lot easier to 
sell the dealer where our main com- 
petitor is entrenched.” 


Another example of merchandise 
trends has been the many rumors and 


recent verification by one of the lead-- 


ing colas that after generations of 
educating the buying public, the world 
over, to identify their product with a 
distinctive six-ounce bottle, that they 
have realized the necessity of catering 
to changes in buying habits and will 
conduct extensive tests on large ¢ca- 
pacity bottles in the very near future. 


“After serious study of the chang- 
ing trends in this industry, we at B-1 
felt that the time was right for the 
introduction of our ‘‘King-Size” B-1 
10-ounce bottle as a companion to our 
standard 7 ounce size and directed es- 
pecially toward the take-home mar- 
ket,” a company spokesman said. “Our 
tests in key markets have proven the 
acceptability of this new ‘“‘King-Size”’ 
10 ounce bottle for B-1. Many B-1 bot- 
tlers are now adding this new package 
to equip their plants to compete with 
any changing trend in their market.” 


Programs for the promotion of the 
6 bottle carry home cartons in both 
the 7 ounce and the new King-Size 10 
ounce have been devised by the sales 
and advertising departments. 
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Helping you do 


Se what Nature didn’t 


C E R T | F | E D 
FOOD COLORS 
Foodstuffs vary from day to day and season to ( | 


season. But processed foods and beverages must 
have uniformly appetizing color all year ’round. 
Helping food processors to add the tinge of color 
that compensates for Nature’s deficiencies has been 
our business these many years. Recognizing our 
responsibility, we go well beyond the necessities of 
certification to standardize the pure-dye strength, 
shade and composition of National Certified Colors. 
National Foods Colors have been used for years 

by the most respected concerns in the food and 
beverage industry. They have done much to 
increase consumer appreciation and enjoyment of 
fine foods. Since the finest colors cost so little, 


why not standardize on National Food Colors? 





CERTIFIED COLOR DIVISION 


em NATIONAL ANILINE DIVISION . ; neve 
ALLIED CHEMICAL & DYE CORPORATION * 40 RECTOR ST., NEW YORK 6, N. Y [Ags] 
=| 


Boston Charlotte Chicago Philadelphia Portland, Ore. San Francisco Toronto 
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when 
ze 
sign 

THIS... ] FRANCHISE AGREEMENT 


you 
sign a 


Declaration — 
Of 
Independence 


from 
SALES VOLUME WORRIES 
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The Boys at the \- 
SUN SPOT Booth will 
make you FREE from 

Sales Volume 
Worries | 


THEY ARE WAITING 
TO WELCOME YOU AT 


BOOTH 1019 


CONVENTION HALL, PHILADELPHIA 


. where you can sign a 
Declaration of Independence 
from Sales Volume worries. 
HOME OFFICE: 


SUN SPOT COMPANY OF AMERICA 


1500 RIDGELY STREET, BALTIMORE 30, MD. 
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. .+ but you'll find a warm welcome in our booth 
(1047-49) at the A.B.C.B. Show in Philadelphia, 
November 15-18. We'll be happy to see you there 
again and to show you just how Atlas VARIETEE 
COIN VENDORS are money making vendors. They 
vend drinks that are really cold—the way folks like 
them. Also, you'll find the Varietee will give you long 
and economical service. If you miss us in Philadelphia 


write for complete information. 


Celebrating Our 
Golden Anniversary 


Atlas 


VARIETEE com venpors 
and DRY ELECTRIC coolers 


ATLAS METAL WORKS 


VENDOR DIVISION, P. O. Box 5208 
DALLAS, TEXAS 
West Coast Distributor: 
JOHN MULHERN CO. 


390 Bayshore Blvd. 3236 Union Pacific Ave. 116 Fifth Ave., No. 
San Francisco Los Angeles Seattle 


tc RARE RES ARR SL CREE OAIR 
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Don’t build displays so 
high that customers can- 
not reach the merchandise. 


© 


Always display merchan- 
dise with proper display 
cards and large clear price 
marking. Make it easy for 
a customer to get the com- 
plete story quickly. 


and clean. Store traffic 
creates dust. Your custo- 
mers like to buy merchan- 
dise that has a new look. 


(Courtesy Owens-Illinois Glass Co.) 


Build displays high enough 
that the customer does not 
need to bend over to reach 
the merchandise. 


Don’t stack merchandise 
too formally or symmetri- 
cally. Formal displays sug- 
gest ‘““Hands Off” to the 
customer. Always, always, 
always, use a starting gap. 


Make sure displays are sub- 
stantial so merchandise will 
not cause accidents by fall- 
ing on customers. 


Merchandising Beverages In The Stores 


6 Ways Of Insuring Effective Displays 
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Optimism 


Big expansion possibilities ahead, 
bottlers told. .. G. W. Dunlop new 
prexy. 


The bottling industry is still en- 
joying substantial growth 


Promotion, advertising and in- 
dustry cooperation can help 
boost sales of beverages 


We must join hands and coop- 
erate to fight competition 


Grocers and bottlers must get 
together and solve the problem 
of the bottle 


Ormasu over the future of the bottling industry 
was voiced by two trade leaders addressing the 40th 
annual convention of the South Carolina Bottlers of 
Carbonated Beverages, Inc., at Charleston. 

T. H. Stanley, vice president of the Nehi Cor- 
poration, Columbus, Ga., inspired the approximately 
225 members attending the convention held at the 
Fort Sumpter Hotel October 7-8 with his views on 
what the future holds for the industry. 

“The bottling business in this State is still enjoy- 
ing substantial growth,” R. H. Burgess, vice presi- 
dent of the Pepsi Cola Company, New York, N. Y.., 
said. 

Stanley’s address, appropriately entitled “This I 
Know”, reviewed the history of the beverage indus- 
try during the last twenty years. 

He emphasized again and again that in compari- 
son with the per capita consumption of other bever- 
ages, the bottling industry has but “barely scratched 
its potentialities”’. 

“The present consumption of soft drinks is 175 
bottles or its equivalent per person per year,” he 
said. “I can visualize a much greater consumption 
than that. 

“We can do a far greater business than ever 
before through promotion and advertising and co- 
operation within the industry. 

“Instead of fighting each other we should com- 
bine our efforts in making inroads against the 
competition,” he said. 

Burgess praised the caliber of officials in the 
South Carolina plants, attributing the industry’s 
success to them. He said he has had much oppor- 
tunity to observe industry relations in many cities 
and nowhere else has he found a more “ideal” per- 
sonnel set-up. In his address, “How to run a suc- 
cessful bottling business”, he emphasized the neces- 
sity of a good product, the value of advertising, and 
proper financial backing. 

“To properly run your business you must have 
enough money to pay your bills,” he said. 

George W. Dunlap of the Canada Dry Bottling 
Co., Rock Hill, S. C., was re-elected president along 


Voiced at South Carolina Meeting 


with T. L. Wilson of Royal Crown Bottling Co., 
Charleston, secretary and treasurer. Morton Bright- 
well, Coca-Cola Bottling Co., Laurens, is the new 
vice president. 

T. E. Addison, Canada Dry Bottling Company, 
Clinton, S. C., speaking on employee relations, told 
the bottlers to “work with your workers”. 

He called for attention to sound employee rela- 
tions and discussed incentives directed toward hold- 
ing good employees. 

J. C. Lynd of Greenville, representing the Dixie 
Home Stores, said the bottle problem makes soft 
drinks an expensive item for grocery stores to han- 
dle and called on grocers and bottlers to get together 
on a solution to the problem. 

J. W. Pipes, vice president of the Consolidated 
Cork Corporation, Brooklyn, N. Y., spoke on “The 
Merits and Disadvantages of Soft Drinks in Cans’’. 
He expressed the belief that the nation’s soft drink 
users will stick to drinks in bottles and cans not- 
withstanding. 

This was the first experiment with an October 
convention in contrast with past meetings in De- 
cember. Secretary Wilson said it is likely that the 
1955 meeting will also be held in October in 
Charleston. 





TOP BRASS 


New officers of South Carolina Bottlers of Carbonated 
Beverages. Left to right—T. L. Wilson, Charleston, secre- 
tary and treasurer; George W. Dunlap, of Rock Hill, presi- 
dent, and Morton Brightwell, of Laurens, vice president. 
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$2 Million Pepsi-Cola Plant 
Starts Production in Toronto 


Production capacity of two mil- 
lion cases a year highlighted in 
opening ceremonies at new mod- 
ern Mt. Dennis bottling plant. 


7 nn new $2 million Pepsi-Cola bottling plant, 
with two-and-one-half times the capacity of the 
previous plant was opened recently in Toronto in 
ceremonies attended by many top officials of the 
Pepsi-Cola Company. 

This new branch of the Pepsi-Cola Company of 
Canada Limited, costing approximately $1,225,000 
for plant and equipment, was officially opened by 
F. J. Lyle, director of trade and industry for the 
Ontario department of planning and development. 
At the same time, William B. Forsythe, president 
of the Pepsi-Cola International and chairman of the 
board of the Canadian company, announced the pur- 
chase of additional property in Scarborough for an- 
other plant to be built in the not too distant future. 

Pepsi-Cola was introduced in Canada in 1934 by 
a small plant in Montreal which had only one bot- 
tling machine with a productive capacity of a mere 
960 bottles per hour. Deliveries at that time were 
made by passenger automobile. 

“This completely modern plant, with a production 
capacity of two million cases of Pepsi-Cola a year, 
is our response to a steady increase in demand for 
Pepsi-Cola in the fast growing Toronto market,” 
Mr. Forsythe said. “With 100 bottling plants now 





Boasting a@ very handsome facade, the new Pepsi-Cola 
bottling plant in Toronto provides productive capacity 
for 360.000 bottles per day. 
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Kist beverages are packaged in 
regular full quart, 10 ounce and 
7 ounce bottles; ulso in full quart 
and 12 ounce throw-away bottles. 


12 ounce cans available in some 


territories. 
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operating north of the border, Pepsi-Cola is con- 


i] D ‘ S a L A Y tinuing to keep pace with the remarkable develop- 
bal AFTER SEASO ment of the Canadian economy,” he added. 
The new plant will be on a five-day production 


week, botting both Pepsi-Cola and Schweppes prod- 
ucts. The rate of production is 300 bottles a minute 





A view of the new water conditioning equipment installed 
by Permutit. 





YOUR OWN PORTABLE REFRIGERATOR 
MADE TO YOUR SPECIFICATIONS 


For year around sales here’s a salesman that is 
tops! KampKold Portable Refrigerators, made 
to order with your brand name stamped, em- 
bossed or applied with decals, sell for you con- 
stantly. 
It pays to pick KampKold for quality con- 
struction that matches that of the finest home 
refrigerator. Made by American Gas Machine 
Co., noted for fine craftsmanship in metal since Easy-to-read signs were installed above processing tanks 
1896. 58 years of experience is your assurance of throughout the plant so that visitors could follow the 
quality. KampKold’s finer features make it easier entire bottling operation. 
to demonstrate, easier to use, easier to sell! 





Your choice of 6 models in steel and 4 models in alumi- FINER FEATURES EXCLUSIVE! 
num — Models for every need in every price range. FOR MORE SALES "Cam Lock” Handle 


@ Color Schemed to Your — 1. 
: . andle upright 
Specifications || —cover saardy 


@ Fiberglas Insulation j locked! 
@ Vacuum-type Construction 
@ All Aluminum Interior 
@ Strong Steel Exterior 
@ Recessed Drain Plug - ; : 
nk @ Exclusive "Cam Lock" toca Baa POSITION >. 


Handles with Bottle to release top, andle lowered 
—cover locked. 


2. For dry food 
and wet fruit 
storage: 








Opener Built in 





List of national soft drink bottlers and breweries presently 


using KampKold available on request. Officials of the Pepsi-Cola Company are shown chatting 


after the official opening ceremonies which took place 
. . this month. From left to right they are: Mr. J. W. Carkner, 
5. For maximum See the entire KampKold Line Board Chairman of the Pepsi-Cola Company, New York; 
ximum ary OF age of fish, VISIT BOOTH 118—ABCB CONVENTION Mr. A. N. Steele, President of the Pepsi-Cola Company, 
vena @ 4. Fort both food ond New York; Mr. Frank McIntosh, President and Managing 
3. For ory MO erage: beverade- Director of the Pepsi-Cola Company of Canada Limited; 
both food ond P° = — AMERICAN GAS MACHINE CO. Mr. W. B. Forsythe, President of Pepsi-Cola International 
as and Chairman of the Board of Pepsi-Cola Company of 
Division of Queen Stove Works Canada Limited; Mr. H. L. Barnes, Executive Vice-Presi- 
ALBERT LEA, MINNESOTA deni, Pepsi-Cola Company. New York and Mr. S. R. Coons. 

Director, Pepsi-Cola Company, New York. 
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If you are thinking about 
SOFT DRINKS IN CANS- 






Cans offer many advantages in the merchandising and selling of soft 





drinks. If you would like to know more about this, we offer you the 






benefit of Continental’s extensive experience in the field. There is no 






obligation whatever in talking things over ... we'll be happy to meet 






with you any time you say. 






Visit us at 


Booth 1235 








Modern materials handling equipment is used throughout 
the new Pepsi-Cola plant in Toronto. Visitors during “open 
house” enjoyed watching the transfer of the heavy loads 
of beverage cases. 













or 360,000 bottles a day. This is three times the 
productive capacity of the former Pepsi-Cola plant 






















in the Toronto area. 

No plant has an elaborate water treating system, 
in which, according to Frank W. McIntosh, presi- 
dent and managing director of the Pepsi-Cola Com- 





pany of Canada, the water is “polished” by a process 
of precipitation, de-alkalization, coagulation and 


filtering. It must be filtered through quartz sand, 





gravel and activated carbon which have the effect 


‘ 





of making the water “sparkle.” 


The syrup, mixed to strict specifications, is also 





filtered before it is mixed with the treated water 
in very definite and metered proportions. The mix- 
ture is then refrigerated and carbonated under 
specific pressures before bottling. 


Zetz 100 Per Cent Club 
Holds Annual Award Party 

The annual 7-Up dinner party for the Zetz 100 
Per Cent Club was held in New Orleans recently. 











Membership in the club is about as high an honor 
as a 7-Up Sales Maker can achieve. One of the 
requisites for membership in this exclusive organ- 
ization is 100°% or better of the 7-Up quota during 
the year. Special pins were presented to the fol- 
lowing sales makers who qualified: E] Rauch, Frank 


CONTINENTAL (C CAN COMPANY 


Eastern Division: 100 East 42nd Street, New York 17 
Meyer, Raymond Olivier, Joseph Perish and Har- Central Division: 135 So. La Salle Street, Chicago 3 
old Brue. Pacific Division: Russ Bldg., San Francisco 4 


Purpua, Alvin Pittman, Edward Kelly, Clarence 
Naquin, William Turley, Ollie Weisdorffer, Joseph 
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YOUR OWN PORTABLE REFRIGERATOR 
MADE TO YOUR SPECIFICATIONS 


For year around sales here’s a salesman that is 
tops! KampKold Portable Refrigerators, made 
to order with your brand name stamped, em- 
bossed or applied with decals, sell for you con- 
stantly. 

It pays to pick KampKold for quality con- 
struction that matches that of the finest home 
refrigerator. Made by American Gas Machine 
Co., noted for fine craftsmanship in metal since 
1896. 58 years of experience is your assurance of 
quality. KampKold’s finer features make it easier 
to demonstrate, easier to use, easier to sell! 


Your choice of 6 models in steel and 4 models in alumi- 


num — Models for every need in every price range. 


2. For dry 
and wet 
stora Ge- 


and wet stor 
e some time! 


4. For maximum ood 
dry storage of age of both fo 

~ steed and beveres® beverage: 

bo 


DISPLAY 


YOUR 
_NAME 





food storage 
frvit and ™ 








FINER FEATURES 
FOR MORE SALES 


@ Color Schemed to Your 
Specifications 


EXCLUSIVE! 
"Cam Lock” Handle 


. POSITION 1. 

) Handle upright 
—cover securely 

| locked! 


@ Fiberglas Insulation 

@ Vacuum-type Construction 
@ All Aluminum Interior 

@ Strong Steel Exterior 

@ Recessed Drain Plug 


POSITION 3. 
Lowered handle 
to release top. 


POSITION 2. 
andle lowered 
—cover locked. 


@ Exclusive "Cam Lock" 
Handles with Bottle 
Opener Built in 











List of national soft drink bottlers and breweries presently 
using KampKold available on request. 


See the entire KampKold Line 
VISIT BOOTH 118—ABCB CONVENTION 


AMERICAN GAS MACHINE CO. 
Division of Queen Stove Works 
ALBERT LEA, MINNESOTA 


operating north of the border, Pepsi-Cola is con- 
tinuing to keep pace with the remarkable develop- 
ment of the Canadian economy,” he added. 

The new plant wil! be on a five-day production 
week, botting both Pepsi-Cola and Schweppes prod- 
ucts. The rate of production is 300 bottles a minute 


A view of the new water conditioning equipment installed 
by Permutit. 


Easy-to-read signs were installed above processing tanks 
throughout the plant so that visitors could follow the 
entire bottling operation. 


Officials of the Pepsi-Cola Company are shown chatting 
after the official opening ceremonies which took place 
this month. From left to right they are: Mr. J. W. Carkner, 
Board Chairman of the Pepsi-Cola Company, New York; 
Mr. A. N. Steele, President of the Pepsi-Cola Company, 
New York; Mr. Frank McIntosh, President and Managing 
Director of the Pepsi-Cola Company of Canada Limited; 
Mr. W. B. Forsythe, President of Pepsi-Cola International 
and Chairman of the Board of Pepsi-Cola Company of 
Canada Limited; Mr. H. L. Barnes, Executive Vice-Presi- 
deni, Pepsi-Cola Company, New York and Mr. S. R. Coons, 
Director, Pepsi-Cola Company. New York. 
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If you are thinking about 
SOFT DRINKS IN CANS- 






Cans offer many advantages in the merchandising and selling of soft 
drinks. If you would like to know more about this, we offer you the 







benefit of Continental’s extensive experience in the field. There is no 
obligation whatever in talking things over ... we'll be happy to meet 







with you any time you say. 










Visit us at 
Booth 1235 





Modern materials handling equipment is used throughout 
the new Pepsi-Cola plant in Toronto. Visitors during “open 
house” enjoyed watching the transfer of the heavy loads 
of beverage cases. 












or 360,000 bottles a day. This is three times the 
productive capacity of the former Pepsi-Cola plant 























in the Toronto area. 

No plant has an elaborate water treating system, pee V7 yo . y 
in which, according to Frank W. McIntosh, presi- AW 
dent and managing director of the Pepsi-Cola Com- 





pany of Canada, the water is “polished” by a process 
of precipitation, de-alkalization, coagulation and 
filtering. It must be filtered through quartz sand, 








gravel and activated carbon which have the effect 





of making the water “sparkle.” 





The syrup, mixed to strict specifications, is also 
filtered before it is mixed with the treated water 
in very definite and metered proportions. The mix- 
ture is then refrigerated and carbonated under 
specific pressures before bottling. 


Zetz 100 Per Cent Club 
Holds Annual Award Party 


The annual 7-Up dinner party for the Zetz 100 





Per Cent Club was held in New Orleans recently. 





Membership in the club is about as high an honor 
as a 7-Up Sales Maker can achieve. One of the 
requisites for membership in this exclusive organ- 
ization is 100° or better of the 7-Up quota during 
the year. Special pins were presented to the fol- 

lowing sales makers who qualified: El Rauch, Frank CONTINENTAL (Cc CAN COMPANY 
Naquin, William Turley, Ollie Weisdorffer, Joseph Eastern Division: 100 East 42nd Street, New York 17 


Meyer, Raymond Olivier, Joseph Perish and Har- Central Division: 135 So. La Salle Street, Chicago 3 
old Brue. Pacific Division: Russ Bldg., San Francisco 4 


Purpua, Alvin Pittman, Edward Kelly, Clarence 
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7 OZ. SPLIT 
DEPOSIT 


DEPOSIT 
BOTTLE 


One of America’s most famous 
names in beverages since 1881 


12 OZ. 
FLAT-TOP 


COMPLETE COVERAGE WITH CLICQUOT CLUB 


12 OZ. 
NO-DEPOSIT 
BOTTLE 





... for the most complete line in the bottling business, including dietetic beverages, 


JOIN THE CLICQUOT CLUB 


Some franchises still unassigned. For full information, inquire 
at booth 835—or write Clicquot Club Company, Millis, Mass. 









EROCHURES 
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CATALOGUES 





New Literature from Lewis-Shepard 


A circular describing the Lewis-Shepard light- 
weight hydraulic pallet truck for use with single 
face pallets, double face pallets and skid platforms 
is available from Lewis-Shepard Products, Inc., 
Watertown, Mass. Details of construction, engineer- 
ing highlights and installation photographs as well 
as complete specifications of the 2000 lb. capacity 
hand truck are included in this 4-page circular. 
Write for Circular 26A directly. to Lewis-Shepard 
Products, Inc., Watertown, Mass. 


New General Catalog 

A new 12-page general catalog with illustrations, 
descriptions, and basic specifications of Fisher & 
Porter Company’s line of process instrumentation 
is now available. Instrumentation for measuring 
and controlling process variables includes: Variable- 
area and variable-head flow meters; pressure in- 
struments; temperature instruments; liquid level 
instruments; density and specific gravity measuring 
instruments; viscosity and consistency instruments ; 
electric, pneumatic, and electronic transmitting, 
recording and controlling instruments with alarms 
and integrators; and air-operated control valves in 
various models and construction materials. 

Catalog 1 may be obtained by writing to Fisher 
& Porter Company, 172 Jacksonville Road, Hatboro, 
Penna. 


Issue Automatic Boiler Booklet 

“Have You Checked Your Steam Costs Lately?” 
is the title of a light i6-page picture and caption 
presentation just published by Orr and Sembower, 
Inc. Reading, Pa., manufacturers of Powermaster 
packaged automatic boilers. The booklet helps to 
focus attention on high-cost features of antiquated 
boiler equipment and the advantages of modern au- 
tomatic equipment. The first part of the book con- 
sists of drawings and captions emphasizing typical 
boiler plant problems. The latter part illustrates 
and describes many different types of packaged au- 
tomatic boiler installations in industrial plants. 
Write Orr & Sembower, Inc., Morgantown Road, 


Reading, Pa., for a copy of the booklet. 
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Four popular Magcoa magnesium hand trucks selected from a new line of more than 60 models. 
Capacity, all models: 500 Ibs... . yet the lightest weighs only 12 Ibs., and the “heaviest” weighs a 
mere 22'/2 Ibs. Your choice of curved-back or straight-back frames and four different handle styles! 


Magcoa magnesium hand trucks weigh so little 


... cost so little... give you so much! 





All-Bolted Construction. The modern way to build hand Rugged Nose Plates. Magcoa nose plates are permanent-mold castings, for rugged 
trucks. Screw driver and pliers are only tools needed for service, long life; have the tapered “knife” edge that gets under the load easily—saves 


assembly, and for replacement of a part if ever necessary. time and annoyance. 
MAGNESIUM 


OF AMERICA 


Material Handling Division 
East Chicago 23, Indiana 


Representatives in Principal Cities 


SOME DEALERSHIPS STILL OPEN—If 

are “ “ : ss interested in selling Magcoa Hand Trucks 

Economy, Immediate Delivery. Labor-Saving Accessories. Stair-climbers for going up and down in your area, clip this coupon to your 
Straight-line assembly and maximum _ stairs, or over high curbs; extended upper yoke for carrying really business oo - mail eee, 4 
: sa: : : ; : magnesium Company of America, Materials 
interchangeability of parts keep prices high loads; nose plate extension for bulky, hard-to-handle loads .. Handling Division, East Chicago 23, Ind. 


down, assures prompt delivery. an accessory for every need. 
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Crawford Johnson III, manager of the new plant, reviews 


the plans in his office. 


When volume goes up, do you expand 
the plant or build another? This bot- 
tler decided on two-plant operation. 
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qs THERE a practical limit to the effective size of 
a single plant? What is the total price that a bottler 
should be expected to pay for the privilege of doing 
business in today’s congested cities, with long hauls 
through heavy traffic? 

These are some of the questions that faced Craw- 
ford Johnson & Co. Inc., Coca-Cola bottlers in Bir- 
mingham, Ala., when it became evident that pro- 
duction facilities at the sprawly plant on 11th 
Avenue North were greater than the shipping space 
available to handle them. 

Should the entire plant perhaps be rebuilt at 
another more central location? President Sanders 
Rowland decided no. The existing plant and build- 
ings were well located for serving central and 
northern Birmingham: there was no point in dis- 
rupting the heavy investment. The smart thing to 
do would be to open a new plant at a strategic 
location in an area where land values were reason- 
able, for serving the southern end of the territory. 
Reduce the overload and the overcrowding at the 
existing plant, and permit it to operate at maximum 
efficiency. 

That made sense. Moreover, the total cost of a 
second plant would be far less than that of a com- 
plete new facility, and expansion space could be 
planned in. Dallas and other’ cities had already 
pointed the way: perhaps the era of two-plant 
operation in one city is here for larger bottling 


» 


businesses 7 










The modernistic new Coca-Cola plant, a one-story struc- 
ture, is perched on a hilltop off the Bessemer Super 
Highway, 4 miles east of Bessemer. 





ARE WE ENTERING A 2 PLANT ERA? 


The geography of Birmingham had a great deal 
to do with the decision. Basically, the metropolitan 
area is located in a long, narrow valley, in which 
any location would be a long haul from the far end. 

So a plant sight was selected on a hill overlooking 
the Bessemer Super Highway, 12 miles distant from 
the original plant, 4 miles east of Bessemer. Opera- 
tions commenced in the spring of 1954. Because of 
the savings in time and mileage, it was immediately 
possible to eliminate three routes, and substantially 
to reduce other trucking costs. 

The new plant, known as the “West Side Plant,” 
is approximately 164 by 236 feet in size, with a 
total content of some 38,000 sq. ft. It is located on 
a 9.6 acre plot of ground, giving ample room for 
any future expansion. The planning by George P. 
Turner, A.I.A., is such that any facility of the plant 
can be expanded without interfering with opera- 
tions. 

Flexibility is the keynote of the new plant. The 
only fixed walls are at the rear of the office space, 
which will probably not need expansion, and at the 
rear of the bottling room. All the rest of the plant 
is one large open area, without even painted lines 
on the floors. 

As Crawford Johnson III explains it: “Here is 
the advertising department. Today it needs more 
space, tomorrow it needs less. Storage needs vary. 
The empties and the fulls are in a constant state 
of flux. No activity is restricted to a certain fixed 
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Make the Inviting Quality of your Packages 
Help Sell the Excellence of your Product 


UNI-PACKER 
CARRY-PAC 


CARRY-PAC (Left): Holds 
six cans in two parallel 
lines of three. Strong, 3-ply 
handle. UNI-PACKER (Top 
and Right): 3 or 4 in line, 
and six in two parallel lines 
of three. 


a New Aid to Merchandising 


These efficient, high-speed, automatic ma- 
chines will give you a decided sales advantage 
in the rapidly growing, canned soft drink 
market. Their clean, strong, superior quality 
packages show your merchandise, are easy to 
carry. They pack and ship compactly and se- 
curely, invite prominent retail store display, 
and stimulate dealer sales. 

Let us show you how these machines 

will improve the effectiveness of your 


merchandising. Our engineers will gladly 
consult with yours — without obligation. 


360 


- 450 - 600 - 900 


CANS PER MINUTE 


Write, Wire or Call 
HARRISON 7-2742 


JOHNS + NIGRELLI - JOHNS 


111 WEST JACKSON BOULEVARD + HARRISON 7-2742 «+ 
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CHICAGO 4, ILLINOIS 


i 








area, but simply takes more or less space as neces- 
sary without interfering with other activities.” 


No Broken Bottles 


The West Side Plant started out as a palletized 
operation and at the same time the old plant— 
now called the North Side Plant—converted to pal- 
lets. The usual increases in speed and efficiency of 
loading and unloading were heightened by the selec- 


Large gravity-feed crown hopper is on high platform in 
back room. Supply of crowns is dumped in once daily. 
Note double line of filled bottles coming through wall 
from bottling room. 





Advertising department for both plants is located in new 
building. Checking execution of a sign is Advertising 
Manager Louis C. Barrow, right. 
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tion of Clark fork trucks with Dynatorque drive 
(automatic shift). In addition, the two trucks at 
the West Side Plant have 120-inch lift and are 
rated at 3000 lbs. capacity. 

“You may think that this is too big a fork truck 
for a bottler,”” comments Mr. Johnson, “but the fact 
is that we are loading and unloading from 25% to 
50% faster than I have observed these operations 
elsewhere. We use a 48-inch pallet instead of the 
conventional 36-inch, and we nudge it right into a 
5l-inch bay on the trucks. The operator does not 
waste time and energy in repeated hand shifting. 





No effort required in this sirup room! Drums are rolled 
in through rear doors on this lines of track and hooked 
up to multiple hose connections. 








Rear end of bottling room is bustle of orderly activity as 
automatic case packers and unloaders do their work. 





If he doesn’t hit it exactly right, he makes another 
pass in less time than it would take him to com- 
mence the hand shifting operations!” 

Not only the cases are palletized: tools used in 
the advertising department—an electric drill press 
and an electric band saw—are likewise mounted on 
pallets, so that they can easily be moved anywhere 
in the plant for any required work, with a minimum 
of effort. 

The present bottle storage area has 16 feet clear 
to the ceiling trusses. This enables stacking pallets 
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Biggest bottlers’ body news in years! 


Plastic’ roll-away doors 
speed loading time, check-outs! 


On Display Yale & Towne Booth (No. 1209), ABCB Convention, Phiia., Nov. 15-18 
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*Timpco plastic-impregnated fiberglass doors roll into top out 
of way to give partial or completely open load area. It’s a 
Timpco Exclusive that saves time, offers greater loading con- 
venience, lowers maintenance costs! 


1. Light, super-tough, extra-resilient. With- 
stand abuse of slamming, banging, bumping— 
no chipping, denting, breaking, warping. 

2. Roll up out of way. No moving parts — 
easy as raising a window. Flexible doors roll 
up under body top. Full, open access to entire 
load area both sides of body when desired. 


3. Faster loading, unloading. With all doors 
up, fork-lift trucks can load or unload pallets 
at top speed. No stopping to push or tug at 
conventional, heavy metal sliding doors. 


Write, wire or phone (RAndolph 8459, Columbus, Ohio) 
for complete details today! 


Meet us at The Timpco Booth, No. 140, ABCB Convention 


TIMMONS METAL PRODUCTS COMPANY 
845 Harrisburg Pike, Columbus, Ohio 


4. Checking time reduced. With all doors up, 
checker can make quicker counts before and 
after deliveries. 


5. Lower maintenance costs. No scraped-off 
paint or trade-mark as with many sliding 
metal doors. Color is in the material — can’t 
fade, wash off, scrape off. No removal repairs, 
no replacements. 

6. Greater speed for routemen. Doors oper- 


ate so easily men can hurry deliveries from 
truck to store, save time at every stop. 


Timpco 


\ 
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three high, or a total of 18 cases—and there is 
sufficient room for seven-high pallets if needed. 
Throughout the body of the plant there is a mini- 
mum of 14 feet ceiling clearance, permitting the 
entrance of large van type trucks if desired. 


You Don’t Have to Invest a Penny 
IN CAPITAL...-RENT..-or UPKEEP 
to Get the Benefits and Savings of 


CARDOX Supplies the Tan 


k~—Installs the System 


—and Maintains it for You* 


It’s a fact! You can save money, improve and 
simplify your operations with CARDOX Bulk 
Liquid CO,—and you don’t have to pay 
@ penny in capital outlay, equipment rental or 
maintenance expense. All you pay for is the 


a 
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is now available 
in most principal cities 


DRY ICE 





DRY ICE DEPOTS AT: 


Philadelphia « Jersey City * Detroit * Boston 
Chicago * Milwaukee * Phoenix « Los Angeles 


San Diego * Oakland 





CARDOX CO, you actually use —at the very 
reasonable rates established in your contract. 


We install the CARDOX System of Bulk 
Liquid CO, Delivery and Storage. We handle 
and pay for all normal maintenance. 
CARDOX CO, is delivered by our own tank 
trucks when you need it and simply pumped by 
the ton into the CARDOX Storage Unit at 
your plant. . 
Hundreds of plants now using the CARDOX 
System would consider no other! They know 
from actual experience that it saves labor — 
reduces CO, consumption and losses —elimi- 
mates servicing interruptions — simplifies 
handling and cuts costs all along the line. And 
they like the prompt delivery they get from 
CARDOX’ facilities in principal cities. 


Find out how easy it is to switch over to 

CARDOX Bulk Liquid CO, — the System that 

will modernize bottling plant operation. 

WRITE AT ONCE FOR FULL PARTICULARS. 
*Based upon reasonable consumption requirements. 
CARDOX Storage Units may also be purchased, if 
you prefer. 


CARDOX CORPORATION « BELL BUILDING « CHICAGO 1, ILLINOIS 


Liquid CO, Supply Depots at: Norristown, Penna. 


Suffolk, Va. St. Lovis, Mo. Barberton, Ohio 


Dearborn, Mich. Oakland, Calif. Los Angeles, Calif. San Diego, Calif. Phoenix, Ariz. Cabin Creek, W. Va- 


An interesting sidelight is reported: for the first 
12 days of palletized operation, not a single bottle 
was broken in handling, and subsequent breakage 
has been held at a surprising minimum. 

Some empty space is always left beside full stock, 


The bottling room is all porcelain tile and stainless steel. 
Checking Carbo-Cooler reading at upper left is Assistant 
Plant Superintendent Joseph S. Tidwell. 





As trucks check in they are speedily unloaded and re- 
loaded by the pallet with fork trucks. 





so that the fork truck, unloading, can bring back 
a full with an absolute minimum of travel. 

Other plant innovations include a double track 
for barrels into the sirup room, so that no lifting 
of these containers is necessary. Nine barrels at a 
time are hooked into the production line, with 
another nine barrels on the second track ready for 
immediate use. 

The space on top of the sirup room is not wasted. 
Here are mounted the air conditioning and hot 
water heating units—all easily accessible, yet taking 


no floor space at all. 
Advertising Department Moves 
The advertising department has moved completely 
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space available. Because of the smoke and chemical 
fumes in the Birmingham area, outside metal must 
be more frequently repainted than elsewhere. There 
is a complete spray booth (see photo) and ample 
room for hand lettering signs on racks. 

A minimum of administrative work is done at 
the West Side Plant—merely the necessary sales 
records for its own routes. All office and executive 
functions are being retained at the North Side 
Plant. 

Nineteen routes are operated, as compared with 
36 now at the North Side Plant. Further shifts can 
easily be made when expansion is necessary. It is 
expected that eventually a 32-wide soaker, 60-spout 
Meyer filler will be installed at the new plant; and 
that the old plant will continue with its two 24-wide, 
50-spout Cem lines. 

Crawford Johnson III is manager of the new 
West Side Plant. Third generation of the Johnson 
family in the Coca-Cola business, he started in plant 
work as a route salesman. After Naval Service as 
Lieutenant (JG) he was released in October, 1946 
and has served as personnel manager and assistant 
sales manager. Harry Wilson, 17 years with the 
company, is production manager of the new plant. 





End of the day: salesmen’s room is complete with adding 
machines and electric change counter. 





Detergent Maker Compliments 
Our Industry 

Estimating- that 78 million bottles are washed 
and sterilized every day to satisfy the country’s 
demand for bottled soft drinks, the Diamond Alkali 
Company, Cleveland, Ohio, in some of its recent 
newspaper advertisements, called attention to the 
wide use of its line of detergents in handling this 
big bottle washing job. 

The advertisement appeared in such newspapers 
as “New York Journal of Commerce,” “The Wall 
Street Journal,” and others, during August. 
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to the West Side Plant, because of the ground floor 












<> an important message 
LO, +e for every bottler 

. looking for a 4uccey, 
“up” drink franchise! 


GET THE FACTS ON HORKER 


THE OK “UP” DRINK IN THE 10 OZ. BOTTLE 


A Vinein IA DARE PRODUCT 

















BOOTH 822 
















@ The alert bottler of today is hopping on the 
“UP” bandwagon . .. zooming consumer acceptance and 
year-round demand has made an “UP” drink practically 
a must for every bottler. 


@ Korker is the “UP” type drink with a bright future and 
a sound background . . . the Korker Company is a 
Division of Virginia Dare Extract Company . . . a respected 
name in the extract field for over 32 years. 












@ The Korker franchise program is designed for maximum 
profit and sales volume for the bottler . . . with a complete 
paid-up advertising program that goes fo work for you 
in your area... and is based on genuine cooperation 
between bottler and the Korker Company. 










@ Every element in the Korker program is top-notch. 
The catchy name . . . the delicious finished drink itself... 
the bright eye-appeal ACL bottle .. . the snappy 
“buy-appeal” carton... the attractive crown... the 
powerful advertising material. 










@ You owe it to yourself to consider an “UP” drink franchise 
... and to get all the exciting facts on Korker. 






We suggest you write, wire or phone today 
... your territory may still be open! 














A BETTER MIXER . 
“ORKING GOOD DRINE “WOK: 
Write: KORKER COMPANY 
Bush Terminal Building #10 


Brooklyn 32, New York 
A DIVISION OF VIRGINIA DARE EXTRACT COMPANY 
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19th Annual Convention 





Biggest Meeting in NAMA’s History 


Special discussion sessions and brass tack idea-exchange 
clinics provided much of interest for the thousands of 


> 


vending operators and bottlers. 





THE CONVENTION HALL 
A birds-eye view of part of the National Guard Armory showing some of 
the many interesting exhibits. 





NEWLY ELECTED BOARD OF DIRECTORS AND OFFICERS 

Left to right, seated, John T. Pierson, The Vendo Company, first vice president; J. B. Lanagan, 
The Nik-O-Lak Company, Inc.; I. H. Houston, Rowe Spacarb, Inc., president: James C. 
Worthy: Aaron Goldman, The G. B. Macke Corporation: George M. Seedman, Rowe 
Service Company, Inc.; William S. Fishman, Automatic Merchandising Company. 
second vice president. Standing, Thomas B. Donahue, National Vendors, Inc., treas- 
urer; Richard W. Wood, Coca-Cola Bottling Works; Harold Gallarneau:; R. L. Strain: Herb A. 
Geiger, Geiger Automatic Sales Company; Maurice L. Heffer, Johnson Tobacco Company; 
Frank J. Bradley, Automatic Equipment Corporation: Devre Davidson, Davidson Brothers; 
Sidney Kronenberg, and Louis Risman, Mystic Automatic Sales Company 


PR EFLECTING the increased interest of the soft 
drink bottling industry in automatic merchandising 
during the past year, the National Automatic Mer- 
chandising Association Convention had much of 
special interest to bottlers when it opened at the 
National Guard Armory in Washington, D. C. on 
October 10. The greatest display of beverage vend- 


ing machines ever concentrated under one roof was. 


inspected by thousands of vending operators and 


bottlers. 
A total of 116 exhibitions — vendor and parts 
manufacturers and product suppliers — showed 


their products in the 70,000 square foot Armory to 
an audience of about 5,000 during the four-day 
meet. 

Bearing the theme “Blueprint for Progress”, the 
convention featured “workshop” sessions on special 
operator problems concerned with the “how-to-do-it” 
in vending. 

Speakers for the three days of business sessions 
included leading figures in the vending industry 
and business world. I. Hayne Houston, NAMA 
president, gave a provocative talk entitled “Profits 
Are Not for the Timid.” A “Report From Washing- 
ton” by James C. Worthy, Assistant Secretary of 
Commerce, was well received. Ralph D. Myrick of 
R. D. Myrick & Associates spelled out a “Blueprint 
for Designed Selling Habits”. A dramatic fantasy 
in swift revue style stressed some of the most 
pressing day-to-day problems in vending employee 
and customer relations in ‘“McNulty’s Nightmare’’— 
a skit presented through the courtesy of The Coca- 
Cola Company. 

Subsequent parts of the stimulating program 
included the introduction of the new N.A.M.A. 
Officers and Directors and special discussion sessions 
and a workshop session “Blueprinting the Best 
Ideas” led by moderator John W. Mock, manage- 
ment consultant of Chicago. Mr. C. D. Clarke of 
The Charles E. Hires Company, Philadelphia, led 
an interesting discussion session on ‘‘Problems and 
Opportunities for Bottlers in Vending”. 

Concluding the program was an inspirational ad- 
dress by Dr. Kenneth McFarland on “The ‘U’ in 
BUsiness” and the premi*re of the N.A.M.A. public 
relations motion picture “‘At the Drop of a Coin’. 

The annual N.A.M.A. banquet was held in the 
Hotel Statler with entertainment featuring Metro- 
politan Opera star Mimi Benzell and recording 


artist Felix Knight. 
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Vending Industry Hailed By 
Assistant Commerce Secretary 


Cites vending industry for out- 
standing contribution to health of 
U. S. economy. 





JAMES C. WORTHY, Assis- 


tant Secretary of Commerce 


The 19th annual convention of the National Auto- 
matic Merchandising Association received a warm 
welcome from the national administration in an 
air of business optimism for the balance of the 
year. 

Assistant Secretary of Commerce James C. 
Worthy, in a speech delivered at the convention’s 
opening session at the National Armory in WaAash- 
ington, D. C., hailed the nation’s automatic vending 
machine industry as a vital part of the distribution 
system in America. 

“Your silent salesmen have a unique inherent 
advantage,” he said, in reading the prepared text 
of his speech. “They are continuously on the job 
and can produce an opportunity for offering the 
public, on an economical basis, services and con- 
veniences that could not be obtained in any other 
way.” 

“Since many of the sales for which automatic 
venders account would by their very nature not occur 
in the absence of this type of service, you are con- 
tributing substantially to over-all activity of our 
economy.” 

“By the same token your industry is dependent 
upon the general level of business activity. High 
employment, high incomes and the purchasing power 
which prosperous business conditions assures, 
greatly increase the prospects for your success. The 
record of your industry bears out this fact.” 

Speaking, he said, for the Eisenhower adminis- 
tration, the assistant commerce secretary declared 
that the nation’s vending machine industry offers 
tremendous unlimited opportunities. 
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“Few people,” he said, “question our ability to 
produce an ever increasing volume of goods to 
fill the needs and meet the desires of the people. 
Today the American system of distribution of which 
your industry is a vital part, faces many problems, 
but also unlimited opportunities.” 

“Two recent developments in distribution in 
America which have resulted in substantial reduc- 
tions in unit costs,” he said, “are the rapid growth 
of self-service and self-selection, and the rapid 
expansion of your own industry, automatic mer- 
chandising.” 

“In the development and growth of our economy 
the distribution function has steadily become a pro- 
portionately larger segment with a correspondingly 
greater significance. The continuous expansion of 
the market, necessary to absorb large-scale output, 
the ever increasing variety of products and brands, 
made possible by a rising standard of living, and 
the addition of more and more related services and 
conveniences, demanded by consumers, all have 
added to the costs incurred and the values added by 
distribution. As a result distribution has today 
become the largest single segment of our economy, 
whether measured in terms of gross national prod- 
uct created, employment provided, or the per cent of 
retail price represented. This means that both the 
opportunity and the responsibility for reducing costs 


through increased efficiency in distribution are 
greater than ever before.” 





GRAND OPENING 

Cutting the ribbon at the 19th Annual Convention of the 
N.A.M.A., left to right, Mrs. Aaron Goldman, I. H. Houston, 
Hon. James C. Worthy and Aaron Goldman. 











“At the Drop of a Coin" Film 
Premiered at N.A.M.A. Convention 


The intriguing story of automatic vending 
machines and their vital impact on our way of 
living was vividly presented in the new film pre- 
pared by the National Automatic Merchandising 
Association and shown for the first time at the 
19th annual convention held in Washington, D. C. 


Available in 16 mm. with full color and sound, 
this film describes the whole fascinating develop- 
ment of this vast new industry, and reflects the 
typical American ingenuity and resourcefulness 
in rendering essential services to keep pace with 
the bustling tempo of our lives. 

Narrated by Westbrook Van Voorhees, of 
“March of Time’ fame, the film features the 
early forerunners of the vending machine, from 
the beginnings of self-service merchandising to 
the almost human machines of today, dispensing 
to millions everything from soft drinks to insur- 
ance policies. 

Here is a truly informative film about the 
newest development in retail distribution, serving 
every American, from child to adult, 24 hours of 
the day. It clarifies the important service the 
vending machine operator is rendering and the 
parts played by the product and machine manu- 
facturers—and the influence of this 1% billion 
dollar industry upon the economy of the nation. 

Prints of the film may be purchased or rented 
from the National Automatic Merchandising As- 
sociation, 7 South Dearborn Street, Chicago 3, 


Illinois. 





a + 


INFORMATIVE AND FASCINATING 


The 26 minute full color sound film “At the Drop of a 
Coin” is full of human interest and includes guest appear- 
ances by such famous TV stars as Herb Shriner, Dennis 
James, Gale Storm, Charles Farrell, Polly Bergen. In this 
scene Eddie Fisher is shown autographing his popular 
music in front of a Coca-Cola vender. 

















sy CAMERA HIGHLIGHTS 
You'll ) - & pennies, nickels, aie quarters FROM THE NAMA SHOW 


4inI 


make — *. @ ELECTRICAL COIN CHANGER 


With just a simple plug-in installation your 

= vending machines will handle sales of 6¢, 7¢, 

every : ies 11¢, etc. Coins are automatically returned if 
Ye pennies are not inserted first...every unit 

has National’s foolproof 4 in 1 Rejector. For 


flexibility and customer satisfaction, this unit 
is a ‘‘must’’. 


| ee 

‘i Gives and takes Pennies iE “7 : 
and pe I. Hayne Houston, N.A.M.A. president 1953-54 and re- 
oe PENNY REFUNDER » elected for 1954-55 presents an award for outstanding 
leadership to Aaron Goldman, past president of the Asso- 


‘ Sabha t é ciation in 1951-52 and 1952-53. Aaron Goldman is presi- 
Here’s the answer to the penny fis 7 dent of Washington's G. B. Macke Corporation. 


greater ? problem. You can realize complete 


and efficient penny handling at low 


. : cost, wherever odd-cent sales are 

rofits | used. With the easy plug-in National 
D Refunder, your customers can enjoy 
oe single coin operation and you get 
. th : extra sales with complete protec- 


tion against jack-potting. 





Converts easily for Even 
or Odd Cent Sales 


@ MECHANICAL COIN CHANGER 


coin oe e. | ff “- Equip your Vending Machines to make even 


P ° ae ontati it the Ideal Dis booth b 
or odd cent sales using just one coin insert. eae ee tee ere eee See ae ey 


‘ demonstrating their new equipment. 
Here’s the way to assure extra sales and ae 


handling im aS es J ng > icy profits. Where a price change is necessary . . . 


you can convert on the spot without additional 
parts. Takes pennies, nickels, dimes and 


: its wer cs ¢: ‘ a i. quarters. 
TT a aa Sy a. rae 


~~Series 6800 


SEE US AT THE ABCB SHOW 
BOOTH NO. 640 








A view of part of the Rowe Spacarb display space. 
Visitors were treated to a complete run-down on the 
entire Rowe Spacarb line. 


National Bottlers’ Gazette 








Only Kelvinator gives you the option of 3 Lids 
for profitable heavy traffic selling! 


Choose the style that 
meets your needs to 


Gorve Faster ! 
Cell Faster { 


A.B.T. Manufacturing Corporation had an elaborate dis- Your retail outlet customers will go for 
play of coin mechanisms and created considerable interest | < 
with many interesting exhibits. any one of these Kelvinator Beverage 
Coolers because they sell your drinks on 
sight. Their cool, white, sanitary appear- 
ance attracts customers. Your choice of 
“Sliding Lids’, ‘‘Easy-Lift Lids’ or Il- 
luminated Merchandising Lids give you 
a completely versatile cooler for easiest, 
speediest service . . . tailored to do the 
best selling job in every type of outlet! 























® Stainless Steel Lids. 

® Welded Steel Frame. 

®@ Cabinet of Heavy Gauge Steel. 

® Fiberglas Insulation Sealed In. 

® Tough, Durable Permalux Finish. 

® Wet or Dry Operation. 

® Trouble-Free Polarsphere Mechanism. 





/ 
* Sliding Lids * Merchandising Lids * Easy-Lift Lids 


A portion of the Rudd-Melikian exhibit. The company 
showed cup beverage and coffee, and cup beverage 
combination machines. 





Bi 


Illuminated Merchandising Lids— Your grocer customers, par- Stainless steel lids, sturdy and easy-to-lift, with sealed 
ticularly, will like this one... here is the easy way to get into in light-weight Stryo-foam insulation. Rubber and fabric 
stores because this cooler sells both beverages and profitable, hinges insure long life. Rubber hand grips act as shock 
related items, not requiring refrigeration. Illuminated sign in absorbers when lids are opened. 

middle of superstructure attracts and sells ...and floodlights 
cooler interior. Full width plastic cabinet lift lid is an extra 
attraction and superior display feature. 


Beverage Cooler Department,American Motors Corp 
Department NB-11 

14250 Plymouth Road 

Detroit 32, Michigan 


When your business depends on cold you can depend on Gentlemen: 


The Nehi Corporation treated quests to a variety of their Specialists in Refricerati : 1914 
cold drinks. This was one of the popular booths at the oe rigeration Since 191 


show. 


Please send me information on Kelvinator’s 3-way Beverage Cooler: 


() Prices and Literature 
() Finance Plans Available 


Name 
Company Name 


Street Address 
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Lhe Selection / ANS 
| 1967? 


WCE COLD DRINKS 


(o37 ko} Co —ae 4 E> i 
—— | = eer => y aN ® g . @ Pues y 2% = Al Cole (left) and aia Cole (second left) spent most of 


their time explaining the new Cole Spa vendor at their 
brilliantly lighted display space. 


WORTHY COMPANION TO 
| “CHOICE VEND’S” 4 FLAVOR 
= — BOTTLE VENDOR 


INSERT COIN 
PRESS BUITON FOR 
DESIRED FLAVOR it’ h ' A h 

s here now! Another 


sensational and even more 
economical, COMPLETELY 
@ @o INU Ke) VV Wilell toy ail: 





© ©0 VENDOR. It’s the all new, 


Joe Dobson (Navenco Mfg. Co.) served as chairman of 
© @0 : z : one of the Brass Tack Idea-Exchange Clinics which 
that already is helping bottlers covered the problem of food and beverage vending. 


to obtain more choice 


improved, 3 flavor dispenser 


locations. Increase your 
volume too with this new 


Choice Vend unit. 


Qo 





Easily adapted for can vending 
7, 


Nee 
): 
nN u, 
Pa 


For Complete Details Write: NBG-1 \ 


| CENTRAL TOOL COMPANY Ine. 


CHOICE VEND DIVISION 
1712-1714 MAIN STREET 


HARTFORD, CONNECTICUT 





See this 3 Flavor Money Maker at the 
ABCB Convention—Booth No. 1140 


Several interested visitors take a “look-see” at the new 
coin mechanism displayed by National Rejectors, Inc. 
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Fe 


EVERY LOCATION IS 
PROFITABLE WITH THE 


. fe ws 7 
Bee ee ae ahr ne Belenh tate e Owes 
Oe 0% tae 


ONE, THREE AND 
FOUR-DRINK 
MODELS! 





Stanley Reehling, (right) Apco vice president, explains 
the virtues of several of the new SodaShoppe vendors a SERVE CARBONATED 
in the Apco space. ™ @ CARBONATED 

} DRINKS!: 





ae 720 TO 1200 CUP 
P cou CAPACITY! 


BURGUND ; “COLETEMP"’ 





won cameonnren | i COOLING AND 
CARBONATING 
UNIT! 


5¢ OR 10¢ 
SELECTOR COIN 
MECHANISM! 





The first and only line of fully Shen 


automatic multiple-flavor cup machines 
priced for every location . . . created to 
make thousands of small and medium- poly ts 
traffic locations profitable! BIG in per- ~— 
formance! BIG in value! BIG in quality! | 
But at the lowest prices ever available DUOTONIC TAP FOR 
in the history of this industry. For over CARBONATION! 
20 years the COLE name on a drink 
dispenser has meant the best . . . now e ONLY 65” HIGH, 
Cole presents the best for less! Before ee 
you invest another cent in cup drink =i 
agri amg tg eats A equipment, you owe it to yourself to see 

: the COLE-SPA SPECIAL! FRONT-DOOR 


SERVICED! 








George Herald, Cantrell & Cochrane’s manager of vending 
operations, is shown with a C. & C. Super Coola can he 





PRICED FROM 


INSIDE CUP 


2 ae. MECHANISM! 
ILLUMINATED 

‘ , : : ‘FLAVOR CARD 
¥ a : i} PANELS! 








sain = ein mini tet | cuDlcE OF EYE, 
acer ; fa Three-Drink Model (ill.) . . . $747.50 





Four-Drink Model $799.50 STAINLESS STEEL 


F.O.B. FACTORY TANKS AND 
FINANCE PLANS AVAILABLE ; FITTINGS! 


COLE PRODUCTS CORPORATION 
39 South La Salle Street © Chicago 3, Illinois 


: Gentlemen: 
co LE iy -Jolyolile g The new COLE-SPA SPECIAL sounds mighty good to 
me. Please rush full particulars or have your representa- 

tive call. 


CORPORATION NAME 


FIRM NAME 


World's Largest Manufacturers of Cup Drink Dispensers ADDRESS 


: EXECUTIVE OFFICES: 
Jim Dobson of the Navenco Mfg. Co. demonstrates how 39 S. LA SALLE ST., CHICAGO 3, ILL. 


easy it is to use his company’s vendor. Offices in All Principal Cities TELEPHONE. 


CITY 
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Bob Anderson, (left) president of the A.B.C.B. offers a 
toast to Felix Costa, (center) director of advertising of 
the Coca-Cola Company at the exhibit at the NAMA 
show. 





PROUDLY 


PRESENTS 


ie ee Dee ee 


THE SENSATIONAL 


NIE W 


re 


Stuart Lyon, president of Lyon Industries, Inc., enjoys a 
chat in front of one of his popular vending machines. 








Robert L. Stone, (right) sales manager of Dr. Pepper dis- 
cusses a vending problem with Carl Boyle (left) at the 
Dr. Pepper booth. 
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F. L. Jacobs Acquires Mills Industries 
And SelMix Dispensers 

F. L. Jacobs Co., Detroit automatic parts manu- 
facturer, has taken two important steps in its 
program of expansion and diversification with the 
purchase of Mills Industries, Inc. of Chicago, and 
SelMix Dispensers, Inc., of Long Island City, N. Y. 

Thomas J. Riggs, Jr., Jacobs president, said that 
the purchase of Mills and SelMix would enable his 
company to offer the wide and diversified line of 
equipment in the vending and dispensing indus- 
tries. 

Mr. Riggs classified it as an industry with tre- 
mendous growth potential and asserted that the 


Thomas J. Riggs, Jr. 


acquisition fitted very well with the company’s plans 
for expanding its operations and its manufacturing 
sales with a bright sales outlook. 

According to Mr. Riggs both companies will be 
operated as independent subsidiaries, component 
parts for the vending and dispensing equipment will 
be produced in Jacobs’ plants in Detroit, Grand 
Rapids and Traverse City, Michigan, and Danville, 
Illinois. 

“The purchase will provide both firms with addi- 
tional capital and also will give their customers the 
advantage of the engineering and manufacturing 
know-how of our company, which has a long-time 
record as a lage and important supplier to the 
quality-minded automotive industry,” Mr. Riggs 
explained. 

Mills Industries was founded in 1891 and lays 
claims to being the oldest vending machine manu- 
facturer in the country. In its 63 year history, the 
company also has remained one of the largest in 
its field. In 1953, Mills reported a sales volume in 
excess of $10,000,000 approximately one third of 
it in the vending machine field. In the past year, 
the company has augmented its commercial line 
with a new coin operated coffee vending machine, 
a three-flavor beverage bottle vendor, a citrus juice 
vendor, and an ice cream package vendor. 
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SelMix was incorporated in 1947 and reports an 
annual volume of approximately $1,000,000 in the 
sale of patented equipment for the manual vending 
of carbonated beverages with bulk syrups. The Sel- 
Mix manufacturing Operations will be moved to one 
of the Jacobs plants in Michigan or Illinois. Ac- 





















; XN ——_ cording to Art Segal, president of SelMix, the com- 
© € \“——_ pany is claimed to be one of the largest in its 
4 vecet a )— ae particular field and offers the most complete line 








of equipment. 

Purchase of the two companies by Jacobs, which 
reported a sales volume of more than $28,000,000 
in its 1953 fiscal year, means that the Detroit manu- 
facturer becomes a leading factor in the vending 


TOP FLIGHT machine industry. Jacobs already makes soft drink 
CUP DRINK WENDO vending equipment for Pepsi-Cola and is currently 


- COCA oni G® » ORANGE 
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completing a contract for 3,000 of these machines 








INOMY PRICE in its plant at Traverse City, Mich. 
' 
| 
most flexible for beverages Central Tool Co. Introduces New 
in any combination Choice-Vend Units for Bottle 


And Can Vending 


Unveiling of its second model bottle vendor and 


cold - hot - carbonated - non-carbonated 


a brand new can vending machine at the forth- 
coming ABCB Exposition in Philadelphia under- 





Retains all the famous quality features 


| : 














developed by Spacarb...with new and scores the fact that 1954 has been the “year of 
: ‘ ; i ; arrival” for the Central Tool Company of Hartford, 
4 : 4 d i exclusive additions. The least complicated C ; — | 
=, eae : onn. . . 
multi-flavored dispenser ever offered. The background of the Choice-Vend automatic 






latest addition to the Rowe Spacarb line 





vending machine goes back to 1950 when the first 





of 8, 4 and 3 flavor cup drink dispensers 





Simplified electrical and mechanical 





components assure a minimum of service 






and a maximum of performance, 






economy and profit. 







tery 
SUPER MART =| 
A practical, handsome, field tested vendor... f ‘ 


designed to conform with all safety and 






sanitation requirements. A joy to operate. 






WILL BOOST PROFITS IN EVERY OPERATION —— 













Fer details on ie oo and other mee R. R. TERMINAL A view of the front door assembly operation at the 
Spacarb Cup Drink Dispensers—Write Today! ahs modern Central Tool Company plant in Hartford, Conn. 


































aot) a 5 
ROWE SPACAR B, INC. hand-made model aroused a considerable amount of 
Factory and Sales Office: 375 Fairfield Avenue, Stamford, Conn. bottler interest. According to Max Miller, president 
fee DIVISION OF of the Central Tool Company, the firm didn’t really 
“ai MANUFACTURING COMPANY, INC. start to roll until a decision had been made to 
—— manufacture the Choice-Vend machine entirely in 
World's Largest Manufacturers and Operators of Automatic Merchandising Equipment the company’s plant in Hartford. 












Member: National Automatic Merchandising Association * National Association Tobacco Distributors * Dairy Industries Supply Association « International Popcorn Association (Continued on Page 80) 
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Thatcher Announces Completion 
Of Their New California Plant 


The Thatcher Glass Manufacturing 
Company, Inc., Elmira, N. Y., has an- 
nounced the completion of their new 
container plant at Saugus, California. 

The new plant has an 80-100 ton 
tank, equipped with Hartford Empire 
I. S. Machines and Lehrs. It currently 
employs 125 persons. 

Shipments from the new plant will 
be handled entirely by motor trans- 
port, although incoming supplies will 
be received from a spur off the main 
Southern Pacific line which runs ad- 
jacent to the plant. 

As construction of their Saugus 
plant marks the introduction of That- 
cher containers to the West Coast, the 
Company has at the same time an- 
nounced the establishment of a Pacific 
Coast Division with offices located at 
1350 North Highland Avenue, Los 
Angeles 28. John B. Miller has been 
named Division Sales Manager. 


Belfast Beverages Decentralize 
Operations 


The rapidly growing sales of BeFfast 
beverages, including Old Fashioned 
Mug Root Beer, Sparkiing Water, Gin- 
ger Ale and other flavor drinks, in 
both bottles and cans, has led Belfast 
Beverages, Inc., San Francisco, Calif., 
headed by Rudolph Campodnico, to re- 
vamp its administration policy and ap- 
point three district managers for the 
six-county area served. 

This plan gives local authority and 
responsibility over separate sales or- 
ganizations to three plant managers. 
This old-time concern bottles and dis- 
tributes Pepsi-Cola as well as Belfast 
beverages. 

John J. Gallagher, formerly sales 
manager for Belfast Beverages, Inc., 
has been made plant manager for the 
San Francisco-Marin County territory, 
joined by the Golden Gate Bridge. For 
some time he filled the post of sales 
manager for the Belfast company. 

Gordon Sims, formerly Sale Promo- 
tion Manager for the company, has 
been made plant manager for the San 
Francisco Peninsula area and Santa 
Clara County. This includes rapidly 
growing San Mateo County. 
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Henry J. Baumeister, } Taylor, 
Orange-CRUSH Bottler, Orange-CRUSH Bottler, Orange-CRUSH Bottler, 
Kewaunee, Wisc. Shreveport, La. Worcester. Mass. 


An Orange-CRUSH Gallery 
of Successful Bottlers... 
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William V. Caulfeild, 
We are proud of the many successes numbered among Orange-CRUSH Bottler, 
Jackson, Mississippi 


Orange-CRUSH bottlers. And we are particularly appreciative of 


the fact that they give us so much credit for their success. 


It is true that we spare no effort to support our bottlers both by 


maintaining the high quality of our product and by service in the field. 


You are invited to visit us during the convention at Booth 922. 


We will be glad to tell you more of the Orange-CRUSH story. 


Wilbut Horton, 
Orange-CRUSH Bottler, 
Washington, N.C. 





"@) 


Pay us a visit 
; at Booth 922 








at the Convention 


Orange-CRUSH Company 


318 WEST SUPERIOR ST. CHICAGO 10, ILLINOIS 









MEAS ern 


With the “MAGIC FLOW” dispensing system—the heart 
of the new Navenco Deluxe—the simplest and most 


trouble free cup drink machine in America today. 


LET’S GET TO THE HEART 
OF THE MATTER! 








Médification kits available for older model machines. All parts orders 





are handled on a 24 hour shipment basis. 


The New Navenco Deluxe is available through distributors from coast 
to coast. If no Distributor is in your area, write, wire, or telephone 
the Navenco Manufacturing Company, 2205 Butler Street, Dallas, Texas 
(Telephone Justin 4546) Warranty by the Navenco Manufacturing 
Company with a guarantee that parts will be available for a minimum 





of 10 years from date of purchase 


NAVENCO MANUFACTURING COMPANY © © cauias. Texas © JUSTIN 4546 
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(Continued from Page 78) 








The key feature of the Choice-Vend is the use 
of two “helixes” or mechanical worm gears which 
are set so that each 180 degree turn will release a 
cold bottle. The helixes, of course, are activated 
with the operation of the coin mechanism. The 





On the right, a portion of the assembly production line 
and on the left, the fabrication center which prepares 
parts for the Choice Vend units. 





bottles are stacked in four vertical rows with a 
total vending capacity of six cases (7 oz. merchan- 
dise). Pre-cool compartments at the side and bot- 
tom of the cabinet have a seven case capacity in the 
original Model 440 Choice-Vend. Despite this large 
vend pre-cool capacity, however, the floor space re- 
quires a surprisingly small amount of space. 

The new model—No. 330—will be the same as 
the original Choice-Vend except there will be three 
vending channels rather than four. Vend capacity 
thus will be four and one-half cases and pre-cool 
about five cases. 

In both models the Tecumseh cooling unit and 
the vending base are packaged units and quickly 
replaceable. Both models also feature individual 
motors for each vending channel so that the ma- 
chine is rarely out of commission entirely at any 
time. 

With wide bottler acceptance and official endorse- 
ment from several franchise companies clearly es- 
tablished during 1954, Central Tool recently com- 
pleted a financing program whereby the bottler can 
finance his Choice Vend machines on extremely 
favorable terms over a 24 to 36 month period. 

The soft drink can machine, also to be intro- 
duced at Philadelphia, will operate on the same 
basic principles of the bottle vending units. 

“To date,” said Mr. Miller, “we have hesitated 


to set up a large scale organization before assuring 
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ourselves that the Choice Vend was a completely 
efficient, trouble-free bottle vendor.” “Our 1954 
experience has conclusively proven these qualities 
both to ourselves and our bottler customers to the 
extent that we hope by early 1955 to have our 
sales-service organization set up for the Eastern 
two-thirds of the country. Because of the proved 
effectiveness of the Choice Vend, the addition of 
the second model and the continuing expansion of 
vending activity by so many bottlers. we confidently 
expect 1955 to be a banner year,” Mr. Miller added. 


New Plan Will Provide Operators 
Variety of Canned Drinks 


A plan whereby canned drink 
venders will be able to buy all their supplies from 


the same source, in small lots if desired, and with 


operators of 


few seasonal price variations, has been worked out 
by Sam Skolnick, head of Fruitcrest Corporation 
in cooperation with Jack Cross, Juice Bar executive. 

Fruitcrest, since 1949, has been supplying the 
vending industry with six-ounce cans of juice. The 
firm is currently negotiating with a major canner 
of carbonated beverages with crown-top container 
to handle the carbonated line. This will give Fruit- 
crest virtually a complete line of juices and car- 
bonated drinks, both in flat-top and crown-top cans. 

In most cases the operator of canned drink venders 
has had his problems on supplies. Except for the 
very large operators, most of the orders placed by 
venders are considered peanuts by canning firms. 
As a result, the operator usually has trouble plac- 
ing the order and also loses the discounts offered 
a volume purchaser. 

Then, too, his freight costs, based on small orders 
from a variety of suppliers, are considerable. 

The Fruitcrest plan is to offer the eight fruit 
juice flavors made. 

According to Mr. Skolnick, canned beverage vend- 
ing will have special impact on medium-sized loca- 
tions, not large enough to warrant installation of 
cup units, and too busy for bottle venders. Only 
can vending, he feels, will allow the operator to 
offer carbonated and non-carbonated drinks in the 
same unit with sufficient selectivity and relatively 
low equipment cost. 


76% Vote Coffee Favorite 
Plant workers prefer coffee during periodical rest 
breaks, a survey by Fact Finder, Inc., revealed re- 


cently. Plant personnel officials were asked ‘‘What 


beverage—in order of their popularity—are avail- 


9, 


able during rest periods? Results: 76 per cent 


ranked coffee first, 17 per cent soft drinks, 6 per 


cent milk, 1 per cent fruit juices. 
cent ranked soft drinks as their second choice. 
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SALES-WINNING 
Trans 


Only Glass Bottles 
Provide It! 





@ YOUR BEVERAGE literally sells itself when 
you bottle it in glass. Because only glass dis- 
plays its sparkling carbonation and color... 
its thirst-quenching qualities . . . for all the 
world to see. 


@ Visual appeal is just one of many ad- 
vantages Wedg-Wall Bottles offer your bever- 
age. Thatcher Wedg-Walls, for example, give 
you high trippage at low cost, quality and 
flavor protection, resistance to carbonation 

ressure, long-term availability, plus uti- 
lization of your present equipment. Send for 
free booklet, reprinted from a leading trade 
journal, discussing the right container for you. 


*'Fire-Polished"’ Lips 


**Pyroglaze'’ Label 


Wedge-Shaped Sidewalls 
for strength in the area 
receiving most abuse. 





Solid Base and Wall 





THATCHER GLASS MANUFACTURING COMPANY, INC., Elmira, WY. 
Factories: Elmira, N.Y., Jeannette, Pa., Streator, Ill., Lawrenceburg, Ind., Saugus, Calif. 


Representatives in Principal Cities 


Visit Booth 1105 Int. Soft Drink Ind. Exp. at Philadelphia, Nov. 15-18 


i 
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The Show Goes On 


(Continued from Page 37) 





CITRUS PRODUCTS COMPANY, Chicago, Ill. (935) 
BELLEVUE-STRATFORD 
Representatives: George B. Howard; H. S. Embree; D. E. 
Woode; G. B. Howaid: Mark Decker: C. S. Bradley: 
L. J. Vermillion; F. M. Rippee; J. G. Sanford; T. B. Ross, Jr 

CLARK EQUIPMENT COMPANY 

Industrial Truck Division (1256) THE BARCLAY 
Representatives: H. R. Hansen; J. T. Somers: George 
Furnival; Claude Ucker; Lou DePolis; Bert Phillips; Joe 
Citak; Martin Pyle 

J. L. CLARK MANUFACTURING CO., 

Rockford, Ill. (111) BENJAMIN FRANKLIN 
Representatives: William O. Nelson; Ralph C. Rose- 
crance; William O. Franklin; Frank D. White: G. E. 
Malone; William O. Nelson: P. J. Rick 

BELLEVUE-STRATFORD 

CLICQUOT CLUB COMPANY, Millis, Mass. (835) 
Representatives: A. F. Haffenreffer; Thos. F. Black, Jr.; 
P. A. Feiner; A. T. Barnard; W. H. Parker; F. A. Ryder; 
L. M. Burkhardt, R. A. Poindexter; M. E. LaVere: Lewis 
McDermott 

CLOVERDALE SPRING COMPANY, 

Baltimore, Md. (744) WARWICK 
Representatives: Gilbert B. Redmond; Pannill Martin; 
Rudy R. Koser; Clinton Beckner; Marcella Koser; Charles 
Boettcher 

THE COCA-COLA COMPANY, Atlanta, Ga. (907) 

COMMERCIAL FILTERS CORPORATION, 

Melrose, Mass. (121) BENJAMIN FRANKLIN 
Representatives: J. R. Chisholm; R. L. Fielding; E. J. 
Stanley; H. C. Corwin; W. A. Rossi; R. Schadler 

CONSOLIDATED CORK CORP., Brooklyn, N. Y. (940) 

BELLEVUE-STRATFORD 
Representatives: J. W. Pipes; Frederick K. Heyman: 
Ralph K. Heyman; A. G. Torras; R. V. Torras; Dick 
Moffitt; E. J. Sten; Glenn Sweet; James Wamser; D. L. 
Lackey; Louis Singer; Bill Andrews; Mort Richards; 
Clark Comstock: John Beach; C. E. Logan; Wallace 
Tonissen; Michael E. Stern; J. A. Garland; Otis A. 
Brightwell, Jr.; J. R. Gilfoy: R. G. Kostuck; R. H. Illing; 
Jorge Prats 
CONSOLIDATED METAL PRODUCTS CO., Cincinnati, 


Ohio (318) 
CONTINENTAL CAN COMPANY, INC.—New York 
City (906) BELLEVUE-STRATFORD 


Representatives: A. O. Holsinger; J. G. Murray; A. P. 
Vinin; Mrs. & Miss Herbert Thompson; H. Bruce Thom- 
son; H. Bruce Thomson; R. J. Scott: W. L. Shettield; E. 
C. Ivey: B. P. Edmunds; N. Pridgen; W. H. Browne, J. E. 
Snobble; J. B. Snobble; J. Tarpley: R. G. Greathouse; 
J. V. Scallan; N. Boddie; J. H. Weekley: E. P. Galvin; 
J. McLean; A. Layson; L. V. Liddy: C. Johnson; C. W. 
Dermitt; W. Hartmann; R. H. Preston; W. F. Emden; 
F. D. Dearth; V. C. Guse; H. P. Sturges; R. S. McVitty: 
E. V. Novak; C. Van de Sand; G. E. Kummerow. 
CORN PRODUCTS SALES CO., New York City (736) 
BELLEVUE-STRATFORD 
Representatives: W. R. Edwards; J. F. Glienke; H. S. 
Fisher 
COTT BEVERAGE CORP., New Haven, Conn. (333) 
WARWICK 
Representatives: Walter A. Bonvie; John Cott; Barney 
Cott; Albert Cott 
CRONSTROMS MFG. CO., Minneapolis, Minn. (102) 
PENN SHERWOOD 
Representatives: Henry A. Bekhuys; Max Green; Vern 
Greer; Otis Whitehead; Dave Pollock: Mark Powers; 
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Carl Brown; Tom Raymond; Charles Eggers; Dave Ray- 
mond; Bud Thruston; John S. Holstrom 

CROWN CORK & SEAL COMPANY, INC., Baltimore, 

Md. (775) . BELLEVUE-STRATFORD 
Representatives: John J. Nagle; E. J. Costa; Russell 
Govans; W. L. Lohrfinck; Ralph Costa 

DAD’S ROOT BEER CO., Chicago, Ill. (723) 

BELLEVUE-STRATFORD 
Representatives: T. Carlin; B. Berns; J. Klapman; E. 
Klapman; G. E. Kovald; L. Brown; E. Klich: W. W. 
Wyant; R. DeMaria: S. M. Whinnick; B. Serbine 

DEAN MILK COMPANY, Franklin Park, Ill. (309) 
WARWICK 

Representatives: H. P. Olson; S. E. Dean; A. T. O’Con- 
nor; E. H. Nieman; R. A. Tonne 

THE DELAWARE PUNCH COMPANY OF AMERICA, 

San Antonio, Tex. (705) 

Representative: G. S. McDonald 
DE LISSER EXTRACT CoO., INC., New York City (1009) 
SYLVANIA 
Representative: Wm. J. Woodhull, Jr. 

DIAMOND ALKALI COMPANY, 

Cleveland, Ohio (737) BENJAMIN FRANKLIN 
Representatives: C. W. Turner; J. C. Forsyth; J. E. Davis; 
W. C. Davis; H. E. Reith: D. W. Powell; R. D. Kerwin; 
J. I. Moncrieff; A. A. DePhillips; H. A. Kurtz 

DIAMOND T. MOTOR CAR CO., Chicago, Ill. (1246) 

DRAKE 
Representatives: J. L. Teach; W. S. Batty: J J. Can- 
niff; L. T. Winfree; M. M. Boyden: R. J. George 

THE DIVERSEY CORPORATION, Chicago, Ill. (806) 

WARWICK 
‘Representatives: W. E. Noyes; B. M. Kaple; B. B. Button; 
J. M. Sharp 
DR. PEPPER COMPANY, Dallas, Texas (929) 
BELLEVUE-STRATFORD 
Representatives: W. W. Clements; L. M. Green; Ernest 
Marmon 

DR. SWETT’S O-SO GRAPE COMPANY, 

Peoria, Ill. (610) BENJAMIN FRANKLIN 
Representatives: M. F. Walser: R. A. Conover; Ben R. 
Koch; R. E. Ryan; M. F. Walser: H. Berg: H. Rogers; 
E. A. Thomas 

CHRYSLER CORPORATION, Dodge Truck Division, 

Detroit, Mich. (1243) BENJAMIN FRANKLIN 
Representatives: W. D. Straub; L. J. Purdy; W. S. Wool- 
sey: B. S. Snowden; M. A. Jones; W. D. Straub 

BRUCE DODSON AND CoO., Kansas City, Mo. (428) 

BENJAMIN FRANKLIN 
Representatives: H. E. Dillingham; P. A. Minyeer; E. J. 
Grannpre; Frank J. Prelogar 

DOSTAL & LOWEY COMPANY, INC., 

Menomonee Falls, Wisc. (748, 849, 855) BARCLAY 
Representatives: G. Frank Stone; Kenneth Froehlich; 
Donald Schoenke; Harvey Ufer 

THE DOUBLE-COLA CO., Chattanooga, Temn. (823) 

BENJAMIN FRANKLIN 
Representatives: Leonard B. Krick; Messrs. C. D. Little; 
C. W. Wheland; J. M. Geeslin; D. T. Carnahan; Randolph 
Slaughter; J. H. Kirby; Kyle Davis; Paul C. Haase; J. J. 
Wall; W. A. McMahan 
DRY ICE CONVERTER CORP., Tulsa, Okla. (832) 
ADELPHIA 
Representative: John G. Burke 

“CEL-O-SEAL” CELLULOSE BANDS, E. I. DU PONT 

DE NEMOURS & CO., Wilmington, Del. (141) 
Representatives: T. W. Holland: H. E. Walthor; F. J. 
Filliben; E. Grandy: E. A. Britton; S. Fusi: F. C. Woo- 
ten; R. S. Tyler: D. E. Monigle 
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reaching for: 


NO:CAL 


most profitable franchise 


in America! 


For full information, call, write or wire immediately... 
Franchise Dept. NO-CAL BEVERAGES, 919 Flushing 
Ave., Brooklyn 6, N. Y., GLenmore 6-9400, or see us at 
booth 1237 November ABCB Convention in Philadelphia. 
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We’re offering you the most unique and profitable franchise plan in the industry. 
We're looking for sound bottlers whose volume we can build solidly, steadily —the 
NO-CAL way—with intelligent, selective merchandising and advertising techniques. 
NO-CAL is endorsed by Parents’ Magazine and the American Medical Association. 





absolutely non-fattening - absolutely unequalled 
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had any nightmares over 


Personal Interest in Bottlers’ Problems 





plus quality ‘‘Superb”’ flavors 
have made Hurty-Peck 


“America’s Leading Independent 
Beverage Flavor House”’ 
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SPOILAGE ? 


There’s hardly a bottler who has not experienced spoilage trouble at 
some time. Let us know if you ever have a spoilage nightmare, as we 
can help you get rid of it. At a time like that you need help, and you 
can get it from Hurty-Peck. 


EXPERIENCING ANY OF THESE TROUBLES? 


YEAST Juice COAGULATION Orr TASTE 


SEPARATION RINGING OR SETTLING a 


CoLor FADING IN CLoupyY BEVERAGES Waite FILunc, 
BACTERIA FOREIGN PARTICLES SLOWING PRODUCTION, 
MoLp OR FLOATERS CausinGc UNEVEN FILL 


If and when you do have ANY trouble—rush several bottles to our Indian- 
apolis laboratories and our skilled technicians will make a speedy analysis 
to determine the difficulty. Our laboratory has the latest scientific testing 
equipment . . . plus the experience and “know-how” to recognize the trouble 


and to know what the bottler should do to correct it. 


AWAKEN TO THIS FREE OFFER! 


Our laboratory means business and we make it our business to help you 
when you need it. So, take full advantage of this free offer. We take a keen 


personal interest in your problems. 


HURTY-PECK & COMPANY 


Makers of Quality ‘‘Superb’”’ Flavors 
Indianapolis 7, Ind. Santa Ana, Calif. 


EMPIRE BOX CORPORATION, Garfield, N. J. (810) 
SYLVANIA 
Representatives: M. H. Kowal; G. H. Wegener; Lewis 
Allen; Irving Newman; M. M. Feinberg: N. R. Stein; 
H. D. Walton; J. G. Haberthur; D. M. Rosenthal; G. Tur- 
ner; L. A. Kremer 

G. C. EVANS SALES COMPANY, Little Rock, Ark. (722) 

BENJAMIN FRANKLIN 
Representatives: Mr. or Mrs. G. C. Evans, Sr., T. J. 
Evans; G. C. Evans, Jr.; L. V. Tate 

FIBREBOARD PRODUCTS (Eastern Division) INC. (330) 
Representatives: M. E. Thiele; N. A. Thomas 

FILPACO INDUSTRIES, INC., THE FILTER PAPER CoO., 

Chicago, Ill. (411) PENN-SHERWOOD 
Representatives: C. Miller; T. J. Druding; E. O. Mergen; 
S. Peale 

FLAVOREX .©CO., INC., Baltimore, Md. (606) DRAKE 
Representatives: Harry Sachs; Ira M. Weissel; Arthur 
Neumann, Thomas R. Gunning; Edwin Palmer; James 
G. Cassani; Carles J. Brau 

FOOD MACHINERY & CHEMICAL CORP., Riverside, 

Calif. (1263) : 

FOOTE & JENKS, INC., Jackson, Mich. (124) CLARIDGE 
Representatives: Paul W. Thurston; T. J. Torjusen; O. 
W. Badger: Clarence E. Davis; Sidney Ross 

FORD DIV., FORD MOTOR CO., Dearborn, 

Mich. (1229) WARWICK 
Representatives: H. W. Cook; J. J. Larkin; F. P. Klotz; 
F. R. Emerson 

FRONTIER MANUFACTURING COMPANY 

Dallas, Tex. (402) PENN-SHERWOOD 
Representative: D. O. Beren 

THE FROSTIE COMPANY, Baltimore, Md., (201)... DRAKE 
Representatives: E. E. Leonard; George H. Racken- 
sperger; Edmund T. Leonard; Thomas M. DeCorse; 
William Allewalt; Milton W. Cooper 

ROBERT GAIR COMPANY, INC., American Coating Mills 

Div., Chicago, Ill. (740) BENJAMIN FRANKLIN HOTEL 
Represeniatives: Ken Myers; Roger C. Dickey: J. O. 
Pedersen; J. C. Hendricks; R. W. Lindquist: D. R. Earl; 
C. P. McCabe; H. G. Murphy; G. Fleck 

X-RAY DEPARTMENT, GENERAL ELECTRIC CoO., 

Milwaukee, Wisc. (138) WARWICK 
Representatives: C. H. Wantz; Joseph Ranftl: Peter 
Lewis; Herbert Schreiber; A. M. West 

GENERAL HYDRO COMPANY, Washington, D. C. (143) 
Representatives: P. S. Boller; Frank Giraffe; Edward 
Enos 

GENERAL VENDING MACHINE CORP., Philadelphia, 

Pa. (301) 

Representatives: E. A. Terhune 

THE GET UP CORP., Akron, Ohio (139) 

BENJAMIN FRANKLIN 
Representatives: Julius Darsky: Joe Darsky: Robert 
Lockshin 

GIDEON-ANDERSON LUMBER COMPANY, St. Louis Mo. 

(1253) SYLVANIA 
Representatives: Milton C. Broker: Ed. Magnus; Joe 
Hunter; Duane “Elliott; O. W. Pees; Otis Whitehead: 
A. T. Marcus 


GLENSHAW GLASS CoO., INC., Glenshaw, Pa. (936) 
BENJAMIN FRANKLIN 
Representatives: George W. Meyer; James B. Crawford; 
Alfred C. Schwartz; John W. Burke; Robert M. Kay; 
Nat Rosenstone; Barney Kirschstein; Jay W. Auld; 
Charles R. Chestnut; William B. Gundling; William 
Blitzstein 
THE GOODY COMPANY, Minneapolis, Minn. (401) 
PENN-SHERWOOD 
Representatives: Cornell M. Wing; H. Goodman; Richard 
F. Haley: Orlin Johnson 
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THE GRAPETTE COMPANY, INC., Camden, Ark. (701) 
BELLEVUE-STRATFORD 
Representatives: A. Roy Allen; B. T. Fooks:; Wm. E. 
Mankin; J. E. Findley; A. Roy Allen; J. D. Fooks: W. W. 
Davis; Hubert Owen; Vaughn Neves; R. C. Campbell; 
Dale Rife; R. Paul May 
GREEN & GREEN, INC., Houston, Tex. (844-845) 
BENJAMIN FRANKLIN 
Representatives: A. M. Green, Sr.; A. M. Green, Jr.: 
J. B. Green, Sr.; J. B. Green, Jr.; A. B. Miller, Jr.: Robert 
L. Green; Ben H. Mushkin; Jos. B. Ungerer: Jack W. Bur- 
man; Wm. J. Dechelbor; Edw. J. Tremko; Jim Hernon; 
Bernard Greene 
GREEN RIVER CORPORATION, Chicago, IIl. (113) 
BENJAMIN FRANKLIN 
Representative: Chas. McQuade 
HERMAN BODY CoO., St. Louis, Mo. (1119) 
BENJAMIN FRANKLIN 
Representatives: J. Y. Hewitt: L. H. Courtney; Ray Cox; 
Walter Gonzenbach; Louis Schollmeyer 
HESSE CARRIAGE COMPANY, Kansas City, Mo. (1159) 
WARWICK 
Representatives: C. T. Falk; James Plew: Louis J. 
Schaedler 
THE CHARLES E. HIRES CO.., Philadelphia, Pa. (948) 
BELLEVUE-STRATFORD 
Representatives: C. Marshall Lamason; P. W. Hires; 
C. Edgar Hires; D. L. Sloan; J. R. Minten; A. L. Klein; 
H. D. Blossom; R. A. Kane 
HIGHWAY TRAILERS & UTILITIES OF ALA., INC., 
Fairfield, Ala.‘ (217) ADELPHIA 
Representatives: T. W. Prickett; W. E. Duncan 
HOWARD REFRIGERATOR CoO., INC., Philadelphia, Pa. 
(129) 
Representatives: Albert Fogel; Harry Hanover; Luther 
Wiesner 
HURTT-PECK & COMPANY, Indianapolis, Ind. (1005) 
Representatives: A. W. Noling; L. A. Enkema; N. Mc- 
Clelland; Rudy Carlson; John Towey; Don Wilson; Gerry 
Camp; Walter Sohrweide; Dick Conners; Alf Burr; Al 
Connell; Ed Kageler 
W. H. HUTCHINSON 4& CO., INC., Chicago, Ill. (918) 
BELLEVUE-STRATFORD 
Representatives: L. I. Rosene; J. S. Kelley; C. L. Cole; 
L. I. Rosene 
IDEAL DISPENSER CO., Bloomington, Ill. (1144) 
WARWICK 
INFILCO., INC., Tucson, Ariz. (1114). BENJAMIN FRANKLIN 
Representatives: M. A. Helin; C. T. Vander Molen; W. M. 
Gross; C. D. Morelli; R. S. Muller; N. N. Cahan 
INTERNATIONAL HARVESTER COMPANY, MOTOR 
TRUCK DIVISION, Chicago, Ill. (1118 to 1122) 
Representatives: D. J. Bradley; R. E. Scott; R. W. Maxwell 
CHARLES S. JACOBOWITZ CORP., Buffalo, N. Y. (316) 
BENJAMIN FRANKLIN 
Representatives: Maurice Osterman; Sam Greenberg; 
James Lovelace; Carl Quellos 
R. A. JONES & CO., INC., Cincinnati, Ohio (829) 
Representatives: R. L. Rogers, Jr.; R. T. Foreman; Carl 
A. Claus 
THE JULEP CO., Sycamore, Ill. (1010) WARWICK 
Representatives: V. P. St. Aubin; H. S. Clingman; B. L. 
Cook; W. E. Farber; A. C. Erickson 
KEENLINE EQUIPMENT CORP., Oshkosh, Wisc. (412) 
Representatives: Donald L. Sissler; Max Fenyl; James 
Steiner 
KINNAIRD BODY WORKS, BROMLEY, Ky. (1149) 
BENJAMIN FRANKLIN 
Representatives: Doris Mundt; Rernard Werfel; Kenneth 


Kinnaird 
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Hit The Winners Circle Again 


See GET UP 
at the 
A.B.C.B. 
Convention, 
Philadelphia, 
Booth 139! 
































































GET UP is the new King Size ‘up’ drink that’s 
% rocking the nation! 12 full ounces — low in calories 
— GET UP is winning sales in city after city! 


Here’s a tip! If you want to expand your bev- 


erage market — if you want.a King Size drink to 
get more accounts, new accounts — put your money on GE] UP! 
GET UP opens a different market for you — a market you're not 


reaching today! Join the winner's circle, and parlay your “daily 
double” into the biggest money winner of this, or any season! 


LIMITED GET UP FRANCHISES NOW AVAILABLE! 
WE’LL BE HAPPY TO DISCUSS GET UP AND YOUR SALES 
PICTURE! WRITE, WIRE OR PHONE, TODAY! 


GET UP CORPORATION 


600 EAST EXCHANGE ST....AKRON 6, OHIO 
Telephone FRanklin 6-3151 





JULIUS DARSKY, President. . « JOE DARSKY, Vice President GU-18 












Keep them ALL 
at your 
fingertips 


with fast 


RCA 2-Way Radio / 





ft 


To assure best results, the RCA Service 
Company provides installation and contract 
service on a nation-wide basis, if desired. 


R) 


RADIC CORPORATION 
of AMERICA 


COMMUNICATIONS EQUIPMENT 
CAMDEN, N. J. 
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Your service men are “on hand” any time you want 
them, with RCA 2-Way Radio. It’s just as if your dis- 
patcher were sitting alongside each one, wherever they 
go! Vending machine operators everywhere report 
faster service, more calls per truck. 

Radio is used to relay service requests to trucks on the 
road and to receive requests from drivers. A truck can 
be reached whether it’s moving or parked. Unusual 
situations can be handled quickly by two-way conver- 
sations between trucks and the office. Regular office 
personnel can operate the radio—it’s just as easy as 
your telephone. 

Wasted service time is reduced. Average minutes per 
call are cut—up to 18%. Productive truck time is 
increased—15%-20% more calls daily are possible. 
Backtracking is made unnecessary. Average miles per 
call are decreased up to 16%. Rerouting trucks is a 
simple matter—as the need arises. Service men do a 
more efficient job. Considerable telephone expense is 
saved. Dealers are enthusiastic about the service—it 
means money in their pockets! 

Why not put this modern cost-saving control system to 
work for you in your bottling-service operation? 


Radio Corporation of America, Communications Equipment 
Dept. K-81, Building 15-1, Camden, N. J. 
In Canada: RCA Victor Company Limited, Montreal 
Without obligation on my part please send me literature on RCA 2-Way Radio. 


Have an RCA Communications specialist contact me. 
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NO-CAL BEVERAGES, Division of Kirsch Bev. (1238) 
BENJAMIN FRANKLIN 
Representatives: Paul M. Mayer: Morris Kirsch; Samuel 
S. Epstein; Hyman Kirsch; Leon Kirsch; Milton Wolff 
KNOX GLASS BOTTLE COMPANY, Jackson, Miss. (1014) 
WARWICK 
Representative: S. L. Morgan 
H. KOHNSTAMM & COMPANY, INC., New York City (732) 
BENJAMIN FRANKLIN 
Representatives: E. M. Moss; Arthur Vogel; Dr. David 
Jorysch; E. Mortimer Moss; Joseph P. Torter; Andrew 
Torter; Arthur Holderried; Robert H. Pulver; Justin Pulver 
V. & E. KOHNSTAMM., INC., New York City (749) 
BENJAMIN FRANKLIN 
Represantatives: E. J. Kohnstamm; Morton M. Klein; 
E. V. Goody: E. C. Mason; Lee W. Kohnstamm; S. W. 
Witmer; C. Quinn 
KOL-FLO KOOLER CoO., Bayonne, N. J. (628 & 632) 
BELLEVUE-STRATFORD 
Representatives: John E. Kostura; Fred Karsten; Thomas 
C. LaRocco; Frank DeMaria 
THE LACKNER CoO., Cincinnati, Ohio (311) 
BENJAMIN FRANKLIN 
Representatives: Howard Grannemann; Douglas Stein- 
berg: Ed Krauss, Jr. 
THE ARCHIE LADEWIG CO., Waukesha, Wisc. (811) 
BENJAMIN FRANKLIN 
Representatives: George Soelch; Frank Kern; E. H. 
Goldacker; R. E. Oakes; William Ladewig; Russell Rose 
LAURENS GLASS WORKS, INC., Laurens, So. Carolina 
(928) 
J. F. LAZIER MFG. CO.., Inc., St. Louis, Mo. (648) 
A. J. LEHMAN, Cincinnati, Ohio (1002) 
BENJAMIN FRANKLIN 
Representatives: Philip Steiner; Sidney Tanner 
LIBERTY GLASS CO., Sapulpa, Okla. (953) WARWICK 
Representatives: George F. Collins, Jr.; A. Maurice 
Davis; J. R. Starnes; Wiley M. Tye: Harold O. Rogers 
THE LIMEX CORPORATION, Indianapolis, Ind. (135) 
PENN-SHERWOOD 
Representatives: J. S. (Sti) Norman; Wallace F. Benson; 
Charlie King 
THE LIQUID CARBONIC CORP., Chicago, Ill. (1175) 


LIQUID CARBONIC CORP., Chicago, Ill. (1175) 
BELLEVUE-STRATFORD 


Representatives: W. A. Brown, Jr.; K. P. Miller; B. W. 
Goulding; L. L. Campbell; C. Dungfelder; M. J. Hans; 
S. M. Kleinschmidt; C. E. Wolfe, Jr.; Wheelock Bigelow; 
F. C. Seefeidt; Rellin Allyne; George C. Grant; G. R. 
Routzong; M. M. Wallace, C. B. Palmer; H. C. Mathey; 
T. W. Bray; A. V. O’Connor; H. S. Hiatt; L. F. Davaney; 
J. M. Yourish; R. S. Hamilton; J. E. Rooney; A. R. John- 
son; E. C. Peck, Jr.; R. C. Holbrook; H. T. Chapman; 
C. H. Roberts; J. C. Waddell. 

THE FRANK B. LOMAX CO., Div. of Groen Mfg. Co., 

Chicago, Ill. (622) BENJAMIN FRANKLIN 
Representatives: James S. O’Connor; E. W. Barth; James 
H. Clegg; James G. Dunn; F. H. Groen, Jr.; F. H. Groen, 
Sr.; R. F. Groen; R. L. McVicar 

LUCKY CLUB CO., St. Louis, Mo. (146) ADELPHIA 
Representatives: Philip P. Smith; E. A. McDougal Smith; 
Dean Merten; Hugo Groening 

LUDFORD FRUIT PRODUCTS, INC., Los Angeles, Calif. 

(1033) BENJAMIN FRANKLIN 
Representatives: Phillip T. Ludford; Lester A. Pasch; 
Harry Stone 

MAJESTIC SIPHON & BOX MFG. CO., INC., Brooklyn. 

N. Y. (729) SYLVANIA 
Representatives: A. Perlman; Milton Rosenberg: Lou 
Goldstein 
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MARBERT PRODUCTS, INC., Baltimore, Md. (717-719) 
BENJAMIN FRANKLIN 
Representatives: Wm. Hennen; E. C. Grivakis; Roy Go- 
brecht; Adrian Basiotti; Henry Kols 
MASON & MASON, INC., Chicago, Ill. (1101) SWE Te 
THE MENGEL CO., Louisville, Ky. (715) : 
Representative: W. Heston Martin 
MERCK & CO., INC., Rahway, N. J. (442) 
PENN-SHERWOOD 
Representatives: W. L. Wilson, Jr.; T. W. Hess; C. W. 
Drain; R. L. Peiffer; M. L. Olson; J. J. Hart 
METAL GLASS PROD. CO., Belding, Mich. (1154) 
PENN-SHERWOOD 
Representatives: Jack B. Curry: Warren M. Curry: Karl 
W. Moseley; Julian W. Cox; R. G. Williams 
GEO. J. MEYER MFG. CO., Milwauke, Wisc. (1218) 
WARWICK 
Representatives: Geo. L. N. Meyer: Geo. T. Meyer: Arthur 
Meyer, Sr.; Harold W. Meyer: W. H. Mann; Arthur 
Meyer, Jr.; W. C. Caveny;: E. B. Knapp; D. M. Sisson: 
James Maloney; Robert Carpenter: Lee Young; Harold 
Hemwale; John Kunelmann; Frank Weber; Price Rogers; 
Dr. W. C. Cooper 
MILLER HYDRO COMPANY, Bainbridge, Ga. (615) 
BELLEVUE-STRATFORD 
Representatives: Herbert H. Nussbaum; Melvin H. Nuss- 
baum; Bernard W. Nussbaum; Mary Shirley: George H. 
Clietti Wyman Glenn; W. E. Whitehurst; Hal Thead; 
J. A. Olive; John Pritzl 
MILLER MANUFACTURING CO., INC., Richmond, Va. 
(1153) ADELPHIA 
Representative: David E. Zimmermann 
MILLS INDUSTRIES, INC., Chicago, Ill. (327) 
MISSION DRY CORPORATION, Los Angeles, Calif. (952) 
ADELPHIA 
Representatives: Lee Mitchell; W. D. Aitken; John A. 
Sanders; Frank H. Dake: W. George Aitken; Sara 
Blangsted 
MOJONNIER BROTHERS CO., Chicago, Ill. (1128) 
PENN-SHERWOOD 
Representatives: H. G. Mojonnier; H. J. Liedell; J. R. 
Griess; K. D. Le Beau; L. M. Noland; P. Stultz; J. W. 
Nisonger; A. C. Woodruff; Wes Bateman; L. Bickenbach; 
R. W. Mojonnier; Ted Thomas; F. Platson; B. McGovern 
MOLD-CRAFT, INC., Fort Washington, Wisc. (112) 
BENJAMIN FRANKLIN 
Representatives: R. S. Knapp; R. S. Humphrey 
MORRIS PAPER MILLS, Chicago, Ill. (1006) WARWICK 
Representatives: S. N. Lebold; A. H. Canning; O. S. 
Brodnax: S. E. Baker; P. A. Culter; E. W. Fitzgerald; 
A. A. Margolin; A. M. Schreiber: J. H. Sealy; B. E. Tade 
MUNDET CORK CORP., North Bergen, N. J. (945) 
BELLEVUE-STRATFORD 
Representatives: J. Montgomery: Leo C. McAuliffe; Harry 
R. Cant: John Montgomery; C. K. Lyle: Raymond Starr; 
Felix B. Restuccia; M. L. Ruff, Sr.; Gerald C. Begley: 
Victor L. Burner 
MURPHY BODY WORKS, INC., Wilson, No. Carolina (1223) 
NAPPE-SMITH MANUFACTURING CO., Farmingdale, N. J. 
(332) SHELTON 
Representatives: Moritz Nappe; Irving Chernow; Herbert 
Fenton; Lawrence Fenton; Bert Palmer 
; NATIONAL BOTTLERS’ GAZETTE, New York City (1027) 4 
i BELLEVUE-STRATFORD I 
1 Representatives: M. J. Becker: S. R. Kaplan; G. R. I 
I Shear; C. Field; W. J. Fitzpatrick: F. Calderon; Jack , 
: Rayman; D. Kiel; N. Pusar; B. Keller; G. Williams; 
i D. Gould; R. Dorfman; S. Gross; Sam Darwin i 
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12 oz.—6 bottle cartons 


DAD’S has developed for its bottlers 


NO DEPOSIT-NO RETURN 














BOTTLES IN ALL POPULAR SIZES 


in addition to returnables 





Actual sales records prove it! DAD’s is meeting can com- 
petition squarely with new NO DEPOSIT—NO RETURN 
bottles. They show the customer the goodness she is getting 
because they’re clear glass, brightly labelled. No deposits 
to pay—no return problems. 

DAD’s bottlers have no extra investments to make to meet 
can competition. With all the sizes— 12 oz., 32 oz. and 64 oz. 
they can offer more in quantity, more in quality, more * 
value—and get more customers! 

DAD’s bottlers have everything...both returnable and 
non-returnable glass...all sizes... both regular and the new 
sugar-free DIETRICIOUS DAD’S. 


@ Visit us at Booth 723 A.B.C.B. Show Hospitality Suite at the Bellevue-Stratford 


It’s sound business to own two or more. You just can’t lose. 
Today’s trend is strongly toward the very things DAD’S 
has pioneered—no deposit bottles—family sizes—firm 
market prices, and many, many others. Join this progres- 
sive family of DAD’S bottlers, and you'll find one of the 
proudest, most secure and profitable opportunities for com- 
pany improvement you’ve ever known. Phone Western 
Union right now and dictate a collect telegram asking for 
more information about a DAD’S franchise for your area. 


DAD’S ROOT BEER COMPANY 
2800 NORTH TALMAN AVENUE + CHICAGO 18, ILLINOIS 
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Competition tough in your area? These Hires 


advantages cannot be overlooked. Let Hires tell you how 


you can set a new sales record in 1954. Write to: CD 


Franchise Division 
The Charles E. Hires Co. 
206 South 24th Street, Philadelphia 3, Pa. 
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NATIONAL CAN CORPORATION, New York City (1052) 
NATIONAL CYLINDER GAS COMPANY, Chicago, Ill. (427) 
ESSEX 
Representatives: W. I. Merzig: P. E. Droste; R. R. Free; 
J. W. Sweat: H. E. deLotty: R. Emig; C. F. Artis; H. E. 
Roberts; D. J. Mangan; W. L. Purbaugh; P. Ruprecht; 
L. L. Geer; R. P. Richards; C. R. Spiegel: H. P. Morrison 


NATIONAL FRUIT FLAVOR CO., New Orleans, La. (713) 
Representatives: L. M. Harkey: H. H. Hornsby; E. H. 
Hammond 

NATIONAL NUGRAPE CoO., Atlanta, Ga. (954) 

BELLEVUE-STRATFORD 
Representatives: W. G. Grant; W. R. Sullivan; W. E. 
Disnmock; E. A. Randall; H. Harris; E. L. Withersl; W. G. 
Grant; R. J. Featherstone; A. L. Kirkpatrick; Dallas 
Meyer; E. C. Verner; W. F. Sloan; R. B. Smith; Frank 
Phillips; M. E. Hess; G. L. Watts; B. J. Stutz; L. H. Stutz 


NATIONAL REJECTORS, INC., St. Louis, Mo. (640) 
JOHN BARTRAM 
Representatives: J. I. Cleary: Ray Gottfried; Claud Trie- 
man; Art Hauser: Tom Lewars; Al Pierz; Russ Penly; 
H. O. Heddergott; Vance Popelka 
NEHI CORP., Columbus, Ga. (910 & 914) 
BENJAMIN FRANKLIN 
Representative: T. H. Stanley 
NESBITT FRUIT PRODUCTS, INC., Los Angeles Calif. 
(1023) WARWICK 
Representatives: John T. Hunsaker; C. A. Schmitt; J. M. 
Hinnant; R. L. Trail; J. M. McDonald; N. A. Douglas; 
D. E. Castle; Carl King 
NIAGARA BOTTLE WASHER MFG. CO., Toledo, Ohio 
(420) WARWICK 
Representatives: N. W. Goldman 
THE H. R. NICHOLSON COMPANY, Baltimore, Md. (745) 
PENN-SHERWOOD 
Representatives: H. R. Nicholson, Sr.; H. R. Nicholson, 
Jr.; William W. Burns; Charles T. Hanson; M. C. Lindley 
OAKITE PRODUCTS, INC., New York City (1045) 
ADELPHIA 
Representatives: Ken C. Tucker; W. G. Sittmann; J. S. 
Todd; H. F. O'Reilly: J. A. Seybold; J. M. Hite; C. S. 
Anderson; E. F. Connolly; C. Harding; W. H. Halsted; 
E. A. Fleisch; B. F. Fay 
OBEAR-NESTER GLASS CoO., East St. Louis, Ill. (408) 
OLD DOMINION BOX COMPANY, Charlotte, N. C. (1232) 
PENN-SHERWOOD 
Representatives: Ivan D. Wood; Ellis Allen; Sam Tate; 
Chapman Berry; John Pearson; Maurice Dunn; Al Dres- 
ser; B. D. Dans 
ORANGE-CRUSH COMPANY, Chicago, Ill. (922) 
PENN-SHERWOOD 
Representatives: John L. White; Jack Thompson; L. Col- 
lins; Gail N. Shoop; D. Campbell; E. Dwyer; D. Saunders; 
N. Hirsch; C. Horne; Van Cooper; John Gillis 
ORANGE SMILE SIRUP COMPANY, St. Louis, Mo. (644) 
ADELPHIA 
Representatives: Mrs. Clara A. Figi: Mrs. Martha Cox 
Jacksou; Emil J. Figi: Clarence Bernard; Joseph Tapocik; 
John Payne; A. M. Dodge; T. A. Smallwood 
OWENS-ILLINOIS GLASS COMPANY, Toledo, Ohio (944) 
BELLEVUE-STRATFORD 
Representatives: S. F. Davis; R. E. Delaplane; J. J. 
O’Shaughnessy; John R. Brown; F. Funke 
SID E. PARKER BOILER MFG. CO., INC., Los Angeles, 
Calif. (128) DRAKE 
Representatives: Douglas W. Anderson; Sid E. Danen- 
hauer; Fred L. Kuhn 
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WM ir topic is going to be the one most talked 
about at Philadelphia? 

What will be the numerical order of importance 
of the various problems to be discussed? In par- 
liamentary language, “what will be the order of 
business?” In parliamentary procedure, we gener- 
ally take up first an item called “unfinished busi- 
ness.” 

Well, I’ve got a candidate for that. It’s our old 
friend (?) The 80c Price. This business of proper 
pricing of soft drinks was “unfinished business” 
at the close of last year’s Chicago convention. And 
it’s still “unfinished business” at the opening of 
this year’s convention. In fact, during the span of 
many conventions it has not only been unfinished 
business, but it has also finished many a business. 

For that very reason, it would be nice to see at 
this Convention, suspended from the ceiling of the 
Convention Hall, a gigantic and tremendously en- 
larged reproduction of a National Bottlers’ Gazette 
Price Map. Let it hang there for all the bottlers 
to see and meditate upon. Let it be there for them 
to see that all is not well “along the Potomac” (nor 
below the Potomac either). True, there are bottlers 
in the North who are now getting 96c—a step in 
the safe direction, but not a leap. Before I was fat 
and short-winded I climbed some mountains and 
I found that when several steps measured the dis- 
tance between two cliffs you needed a leap instead 
of a step to get acress. At 96c, with today’s costs, 
such bottlers still have to butter their bread a little 
thin. (Bottler can’t afford to spread butter thick 
because the butter people, unlike bottlers, raised 
their prices from 28c lb. retail in the 1930’s to 
nearly $1 a lb. now.) 

Did you say it would be ridiculous to hang that 
Price Map up in the hall? Nothing is ridiculous 
when you talk about such a ridiculous thing as the 
80c price. This is one of the weirdest things in the 
history of economics—so silly and yet such a sad 
and serious fact .. . as hundreds of bottlers can 
mournfully testify. 

All you have to do is look through your back num- 
bers (and later issues) of the N. B. G. to know that 
the 80c price has held its grip on a large section of 
the Price Map—and still does. The last N. B. G. 


Price Map published showed “solidly pre-war 













Ni MAN'S OPINION 





by ALBERT FINE, 
president, 

Sun Spot Company 
of America 







yA When The Convention Comes To Order 


prices” (World War II or World War I—take your 
choice) blanketing a vast portion of the U. S. A. 
So, a big bunch of bottlers suffered another season 
of stagnation and paralyzation of profits during the 
season of 1954. How many seasons are there in a 
lifetime? 

Let’s look at the N. B. G. July map for instance. 
At this date the season was well under way. A big 
blotch of Southern territory was bleeding (the 
blotch was appropriately printed in red) from pre- 
war prices. Plenty of solid pre-war price area where 
the 80c figures were flourishing, even if the bottlers 
were not. How can you—at 80c? 

Now on that July map the white areas indicated 
solidly higher prices and there was a good sized 
hunk of such territory in the far West and North- 
West. Nice news. But—the North Eastern and 
North Central States were in a “shaded area” 
(prices moving upwards) thus, not yet (after all 
these years!) in the clear—the crystal clear. 

So, we are going into the 1954 Convention with 
the price puzzle not completely solved. Therefore, 
I am wondering what an N. B. G. Price Map will 
look like in July, 1955 (or December, 1955, for that 
matter ). 

It will be interesting to see how much time will 
be taken up at Philadelphia in the session halls, in 
the aisles and in the hotel lobbies discussing the 
price question. Last year at Chicago other subjects 
took the play away from the profits problem. 

For too many years the bottling business has 
been a sick business. To most of the past several 
conventions it has walked in on crutches—and 
limped out the same way. Southern bottlers take 
note. When the pages of N. B. G.’s Post-Conven- 
tion Issue are printed we are going to find out what 
the financial weather will be for Southern bottlers. 
Wouldn’t it be wonderful if they could raise their 
price to at least 96c and then have a good hot sum- 
mer! Geographically, they are blessed with a hot 
climate—best possible climate for big per capita 
consumption of soft drinks. They have the heat. 
But with them it’s not the heat—it’s the humility. 
The humility of having to sell their product at a 
pitiful price. 

May the Philadelphia Convention help them! And 
thereby help us all!! 





Dr. Pepper Sponsors Show 
At Texas Fair 


Dr. Pepper Company of Dallas will sponsor the 
Children’s World Theater at the State Fair of Texas 
this year with 64 performances of “Aladdin and His 
Wonderful Lamp.” Shows will be staged in the 
Theatre ’54 Building at the State Fair Park where 
the in-the-round theater has a seating capacity of 
190. 


Canada Dry Adds 24 New Franchises 


Reporting on progress in franchising for the first 
six months of the fiscal year, Canada Dry vice presi- 
dent James W. Ellis has announced that ten new 
bottlers began production during the period, four- 
teen others have signed license agreements and will 
begin operations shortly, and that negotiations are 
under way with “a considerable number of other 
bottlers who are actively interested in producing 
the Canada Dry line.” 

The ten who went into production are located at 
Twin Falls, Idaho; Sioux Falls, S. D.; Bishop, 
Calif.; Alliance, Nebr.; Las Vegas, Nev.; Allen- 
town, Pa.; Roseburg, Ore.; Altoona, Pa.; Galesburg, 
Ill.; and Asheville, N. C. 

The fourteen who have been awarded licenses but 
are awaiting special equipment or plant construc- 
tion before starting operations are at Little Rock, 
Ark.; Susanville, Calif.; Sioux City, lowa; St. Cloud, 
Minn.; Billings, and Missoula, Mont.; North Platte, 
Neb.; Portsmouth, N. H.; Carrington, and Fargo, 
N. D.; Eugene, Ore.; Yakima, and Walla Walla, 
Wash. 








SAMPLING A FOOD FAIR 
| 





The Canada Dry Bottling Co. of Warren, Ohio, sampled 
18,000 persons at this booth at the food fair held in 
Youngstown, Ohio Martin E. Jennings, secretary of the 
bottling company, is shown above, left, with radio star 
Jack Berch; John Clifford, Canada Dry field representative; 
Read Wight, television director for Canada Dry’s agency, 
J. M. Mathes Inc., and William Stalker of Century Food 
Markets, sponsors of the fair. 









If you have a 
sealing problem, 
get in touch with 


Bottlers all over the nation find it pays to bring their 
sealing problems to Crown. Here they find the back- 
ground of long experience, the specialized equipment 
and the scientific sealing knowledge to help them get 
the most efficient seal for their beverage. 


If you are not making use of our Customer Service 
Laboratory, we cordially invite you to do so. Whenever 
you have a sealing problem, take advantage of Crown’s 
unmatched facilities and experience in this field. Crown 
Cork & Seal Company, Inc., Baltimore 3, Maryland. 


| Our 
Customer Service 
Laboratory sees is just one 
of the many 
facilities and services we provide to make 
sure that CCS Crowns are the most 
satisfactory you can use. 


CSS CROWNS 


MORE OF THEM ARE USED 
THAN ANY OTHER KIND 





(Continued from Page 27) 





CHAMPION VENDOR COMPANY — Will display its 
bottled beverage vender. 

CHATTANOOGA GLASS COMPANY — Reverage bot- 
tles will be featured. 

THE CHERRY BLOSSOMS COMPANY — Will dis- 
play Jie-Jac “Thirst Quenchers” and Cherry Blos- 
soms extracts. 

CHERRY-BURRELL CORP. — The new model SDC 
bottle washer, storage tanks, mixing, heating and 
cooling tanks, stainless steel pumps, tubing and fit- 
tings, plate type stainless steel heat exchangers, can 
rinser and sterilizer, and homogenizer will be ex- 
hibited. 

CHOCOLATE PRODUCTS COMPANY — “Kayo” 
Sterilized chocolate beverage will be displayed. 

CHOK-A-FIZZ PRODUCTS CO. — Will exhibit Chok- 
A-Fizz Chocolate soda. 

CITRUS PRODUCTS COMPANY W— Will feature 
“Kist,” “Chocolate Soldier,” “Lemon-Ella,” “Blue 
Bird” and “Plus 4.” 

CLARK EQUIPMENT COMPANY, Industrial Truck 
Division 
exhibited. 

J. L,. CLARK MANUFACTURING CO, — 6-bottle and 
12-bottle Rockford aluminum cartons for Coca-Cola 
will be displayed. 

CLICQUOT CLUB COMPANY — On display will be 
Clicquot Club quart bottles — returnable and no 


— Materials handling equipment will be 


deposit, no return; Clicquot Club quart crown-top 
cans; Clicquot Club 12-0z. crown-top cans, and Clic- 
quot Club 12-o0z. flat-top cans. 

CLOVERDALE SPRING CO. — “Lively Limes” and 
“Cloverdale” ginger ale will be on display. 

COMMERCIAL FILTERS CORP. — Will exhibit Fulflo 
filters and replaceable honeycomb filter tubes for 
water, CO» gas, compressed air and carbonated 
water. 

CONSOLIDATED CORK CORP. — Will exhibit crown 
caps. 

CORN PRODUCTS SALES CO. — Will feature Dex- 
trose. 

COTT BEVERAGE CORP. — Cott sugar and dietetic 
beverages will be on display. 

CRONSTROMS MFG. INC. OF MINNEAPOLIS 
Will exhibit portable insulated coolers, ice-chests; 
refrigerators; 7-Up coolers; Pepsi-Cola coolers; Hires 
cooler; Royal Crown Cola coolers; Vernor’s coolers; 
Dr. Pepper coolers; Grapette coolers; Nesbitt coolers; 
Cronstroms coolers. 

CROWN CORK & SEAL CO., INC. —- Will have on 
display their complete new Cem Uni-Blend system 
of bottling. They will also display their regular line 
of bottling equipment, including the following: a Cem 
4-20, Caser, P.R. water cooler, Dixie F. filler, a 
tumbler mixer, syrup cooler and a 500 gallon satura- 
tor. Another section of Crown’s exhibit will feature 
products of the Crown and Can Divisions. 

DAD’S ROOT BEER CO. — Will feature Dad’s in re- 
turnable and no-deposit bottles; Dad’s in cans; Dieti- 


cian Dad’s in no-deposit bottles. 


DEAN MILK COMPANY — Will display Dean’s 
Chocolate Drink (a dairy product). 
THE DELAWARE PUNCH COMPANY OF AMER- 

ICA — Will feature “Delaware Punch.” 

DE LISSER EXTRACT CO., INC. — Will display full 
line of flavoring extracts for bottlers and canners; 
truefruit concentrates; also “Sylph” line of sugar- 
free beverages. 

DIAMOND ALKALI COMPANY — Display will fea- 
ture Diamond engineered chemicals for bottle washing 
and general cleaners for equipment cleaning and 
sanitation. Samples of all Diamond chemicals for 
the beverage industry will be on display for exami- 
nation. Will also display and demonstrate various 
test kits for checking bottle washing solutions and 
general cleaning solutions. 

DIAMOND T MOTOR CAR CO. — Tilt-Cab Drop- 
Frame delivery trucks will be on display. 

THE DIVERSEY CORP. — Will exhibit Spec-Tak, 
revolutionary bottle washing compound. Displays and 
on-the-spot demonstrations will show visual proof 
that Spec-Tak ties up hard water salts to prevent the 
formation of scale on bottle washing machines and 
film on bottles. The Diversey Divomatic, electronic 
solution feeder and control unit, will also be on dis- 
play along with Diversey products for complete sani- 
tation in the beverage plant. 

DR. SWETT’S O-SO COMPANY — Will feature Dr. 
Swett’s Root Beer, Bubble Up, O-So Grape and 
Flavors. 

CHRYSLER CORP. — Dodge “Job-Rated” trucks with 
special bottlers’ bodies will be on display. 

BRUCE DODSON AND CO. — Will feature insur- 
ance for bottlers. _ 

DOSTAL & LOWEY COMPANY, INC. — Will exhibit 
1 double end 24 wide pint washer—1 120 case per 
hour standard washer. 

THE DOUBLE-COLA COMPANY — Will display 
Double-Cola. ; 

DRY ICE CONVERTER CORP. — 1000-lb. capacity 
dry ice Converters will be exhibited. 


‘E. I. DU PONT DE NEMOURS & CO. — Automatic 


banding machine, mechanical application in applying 
“Cel-O-Seal” cellulose bands, will be displayed. 

EMPIRE BOX CORPORATION — Will display bottle 
carriers. 

G. C. EVANS SALES COMPANY 
heating units will be exhibited. 
FIBREBOARD PRODUCTS (EASTERN DIVISION) 

INC. — Will show for the first time the new Fibre- 
board lightweight corrugated “Tuffir” beverage car- 
rier or tray to hold either 5 or 6 bottle folding paper 
board carriers or to hold 24 bottles of soft drinks. 
FILPACO INDUSTRIES, INC. — Will show filter 
press for filtering syrups and water; common sense 
dise filter for polishing water; stainless steel mixing 
tank; portable agitator; syphon filler for still liquids, 
and syrups; sanitary fittings; sanitary transfer 


Evans automatic 


pumps; filter paper and filter cloth for syrups, acids, 
and water; Tygon tubing. 

FLAVOREX CO., INC. — True fruit flavors will be 
displayed. 

FOOTE & JENKS — Will feature flavors. 
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FRONTIER MANUFACTURING COMPANY — A 
complete line of metal display racks for bottles, car- 
tons and beverage cases—finished in standard bot- 
tlers’ colors—will be shown. 

THE FROSTIE COMPANY — Will exhibit Frostie 
Old Fashion Foot Beer. 

ROBERT GAIR COMPANY, INC. — Will exhibit vari- 
ous six-pak and twelve-pak bottle and can carry-home 
cartons. 

X-RAY DEPARTMENT, GENERAL ELECTRIC 
COMPANY — Will exhibit “Hytafill”—an electronic 
device that monitors the height-of-fill of liquids and 
free-flowing solids in sealed containers through the 
medium of X-ray. 

GENERAL HYDRO COMPANY — Will exhibit elec- 
tro-chem. coagulation water treatment dealkalizer. 
GENERAL VENDING MACHINE CORP. — “Bev- 
mart” and “Vendmor” Models of selective bottle 
vendors, and “Can-O-Vend,” the new can-vending 

machine, will be shown. 

THE GET-UP CORPORATION — Get-Up alias 
will be displayed. 

GIDEON-ANDERSON LUMBER COMPANY — Will 
exhibit Gaco Tufbilt Boxes. 

GLENSHAW GLASS CO., INC. — Will display car- 
bonated beverage bottles, letter blown, color print 
and non-returnable beverage bottles. 

THE GOODY COMPANY — Display of Goody Root 
Beer and Goody Orange new cartons and advertis- 
ing material will be seen. 

THE GRAPETTE COMPANY, INC. — Will show Buf- 
falo Rock Ginger Ale. 

GREEN & GREEN, INC. Will exhibit Thrill-Mas- 
terpiece “45” Ginger Ale; full line of true fruit 
flavors; Tillie Lewis Tasti-Diet low calorie beverages. 

GREEN RIVER CORPORATION Will feature 
Green River franchise. 

HERMAN BODY CO. — Will display latest Herman 
beverage delivery bodies, both deck bodies and pallet 
loading delivery bodies, including Herman ‘“Low- 
Boy” body which actually brings load space down to 
only about 20 inches from the ground. 

HESSE CARRIAGE COMPANY — Will feature Hi- 
Low pallet body with retracto-step deck body with 
Under-Dek doors. 

THE CHARLES E. HIRES CO. — Hires Root Beer 
will be featured. 

HIGHWAY TRAILERS & UTILITIES OF ALA., INC. 

-Will show soft drink truck body; also Ridframe in 
Cen-Tennial Cotton Gin Company’s booth; Rid- 
frame’s Multi-Flavor in Highway’s Booth. 

HOWARD REFRIGERATOR CO., INC. — Will ex- 

hibit Model SS/5 Combination Sandwich Salad Re- 

frig. and Cooler Packaged Rest.; (2) Bobette Cooler 
with syrup and preserve rail; (3) Select Flavor 
bottle vendor. 


HURTY-PECK & COMPANY — “Superb” brand flav- 
ors will be shown. 

W. H. HUTCHINSON & SON, INC. Hutchinson 
Crowns will be featured. 

IDEAL DISPENSER CoO. All models of Vending 


Machines—55-B, 85-B, 300-B and 400-B, refrigera- 


tion systems and coin changers will be shown. 
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control over the quality of our tin plate or because we 


know that the key to making fast feeding crowns is to keep 








— — 


It’s because CROWN has combined all these facilities and many more to 
make CCS Crowns the most satisfactory 


you can use. 


The most important thing in 
this carton is SATISFACTION 


GCS CROWNS 


(Crown CROWN CORK & SEAL COMPANY, INC., Baltimore 3, Maryland 


Originator and World’s Largest Maker of Crown Corks 











Crown manufacturing plants at: BALTIMORE « ST. LOUIS « DETROIT « SAN FRANCISCO + LOS ANGELES « BIRMINGHAM (Leeds, Ala.) now under construction 
Branch Warehouses Throughout the Nation 


9] 





INFILCO, INC. — Water-treating equipment will be 
exhibited. 
INTERNATIONAL HARVESTER COMPANY, Mo- 
tor Truck Division—Will feature International 
Model R-182 truck, on 172-in. wheelbase, with drop 
frame and pallet type body manufactured by Cen- 
Tennial. Exhibit will also include cutaway working 
model of International truck engine. 
CHARLES S. JACOBOWITZ CORPORATION — Will 
exhibit miscellaneous equipment and supplies. 
R. A. JONES & CO., INC. — Jones constant motion 
cartoner and packer for cans will be on display. 
THE JULEP CO. — Will feature Howel’s Root Beer 
and Julep Time flavors. 
KEENLINE EQUIPMENT CORP. — Keenline mixers 
and inspection lights will be displayed. 
KINNAIRD BODY WORKS — Will exhibit pallet 
beverage bodies. 
NO-CAL BEVERAGES, Division of Kirsch Bev. — 
Will feature ““No-Cal” sugar-free, salt-free, dietetic 
, beverages. 
Your H. KOHNSTAMM & COMPANY, INC.—A complete 
: line of certified food colors and flavoring extracts 
will be shown. 
| Brand Name r, & E. KOHNSTAMM, INC. — The line of “Veko” 
flavors, Montreal Pale Dry. No. 2000 Juice Orange, 
belongs 2110 Tasty Orange, 1855 Fo-Me Root Beer, Grape, 
True Fruits, Dietetics, Quinine, Club Soda, will be 
displayed. 
KOL-FLO KOOLER COMPANY — Will feature water 


cooler, syrup cooler, carbon dioxide filter, carbona- 


tor, sand and activated water filter, rinse water ster- 
ir F- R ps ilizer, inspection light, and case insecticider 
* — It’s so obvious THE LACKNER CO. Will exhibit electric signs 


designed especially for bottlers, also plastic signs and 


A proven sales-builder (ov s me! 
for bottlers all over America— 


made to fit your own specific that Thermo-Keep 


rr ” 
requirements—to carry 6, ler Joye! A “ 
ney 24 bottles — rs g is better: ARCHIE LADEWIG CO. Will feature its effective 


imprinted with your m1 bottle washing machines. 
+ the only insulated ie 
own brand name— for the Se “j-ii" A. J. LEHMAN — Lemmy and Tom Collins, Jr. will 


priced to satisfy ™ tees Koroseal | a be featured. 
your noses. cream of the + seamless, waterproot LIBERTY GLASS COMPANY — “Flame Polish” bev- 
Be zs inner bag j . erage bottles will be on display. 
carry-home + insulated with triple ~~ a THE LIMEX CORPORATION — Will feature Limex 


thick, stitched-in ~ j water treatment systems, and Limex flakes, an addi- 
fiberglas " 





action signs. 


tive to bottle washing compounds. 
- reinforced handles LIQUID CARBONIC CORP. — This exhibit will fea- 
« double-sewn with , ture the new model 50-spout Deluxe filler; new model 


market 


nylon thread 28-wide % pint washer; new model 16-wide pint 
+ top opens wide with — washer; new model 42 depth uncaser; 40-spout deluxe 
3-sided zipper , low pressure filler; 12-spout Red Diamond filler; Red 
er Diamond water cooler; 2,000 gallon deluxe car- 
T 4 " bonator. 

4 . : Je “RANK B. LOMAX CO., Div. of Groen Mfg. Co. 
ee (r / Will exhibit One NF-4 plate and frame type filter 
mMo-* ay One Cf-1 tubular type filter; one MS 200 gallon side 


agitator mixing tank, and one PB 100 gallon single 


p> 
Yep 


Write for samples and prices speed sanitary bottom agitator mixing tank. 
NAPPE-SMITH LUCKY CLUB COMPANY Lucky Club Cola and 

SALES CORPORATION “2 ' Holiday Beverages will be displayer. 

855 Avenue of the Americas, . | LUDFORD FRUIT PRODUCTS, INC. Will show 
New York 1, N.Y. ‘ Hollywood Beverages & Dr. Wells. 

See us at the A.B.C.B. SHOW MAJESTIC SIPHON & BOX MFG. CO., INC. Si- 


BOOTH 332—Convention Hall *Rec. T.M. B.F.Goodrich Co phons, wood beverage cases and wire display stands 
will be on exhibit. 
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MARBERT PRODUCTS, INC. — Will show Marbert 
Cola concentrate; MP Cherry Cola; Dixi-Cola; No. 
29 Lemon-Lime; No. 23 Root Beer. 





















; THE MENGEL CO. — Will feature Mengel “365” 

» beverage cases. 

: | MERCK & CO., INC. — Will exhibit citric acid, sodium 
benzoate, tartaric acid, phosphoric acid, lactic acid, 


ascorbic acid, and other products pertinent to the 

Tl | bottling industry. 

| METAL GLASS PROD. CO. — Stainless steel tank 
will be featured. 

GEO. J. MEYER MANUFACTURING CO, — Will dis- 


r play two Meyer Dumore bottle cleaners; 1-Lo-10 
Meyer Dumore Filler and crowner; 1 Meyer Du- 

5 more Syn-Cro-Mix unit; 1 Meyer automatic case 
unloader. 

t MILLER HYDRO COMPANY — Will feature the new 


Miller Hydro bottle washer, decaser, case and carton 
. packer, case cleaner and inspection equipment. 










c MILLER MANUFACTURING CO., INC. — Will show Rentenhor SIZE GETS THE 
bottle boxes. aboty: 
’ 
, MISSION DRY CORP.—Mission soft drinks in bot- CUSTOMER'S EYES — to YOUR PRODUCT! Our 
: . ; main purpose in using the photographs illustrated 
; tles and flat top cans will be on display. here is to show the scope, the detailed workman- 
MOJONNIER BROS. Co. — Carbo-Coolers : 







os daha 3 Ve paceal ; “inh : ship that can be achieved in reproducing giant 

coolers and syrup storage tank will be exhibited. . ‘ “h a | ’ : product replicas. This exceptional talent can in- 

’ MOLD-CRAFT, INC. — Will show giant molded rub- { yoo terpret, create and produce your product in the 

, ber product replicas and displays in third dimension; same manner. 
also giant replica of Johnson Outboard Motor; giant 
replica of the Bell telephone. 

MORRIS PAPER MILLS — Bottle carriers will be on 
display. 

MUNDET CORK CORPORATION — Will exhibit | 
crowns. 

NAPPE-SMITH MANUFACTURING CO. — Thermo- 
Keep Insulated Bags will be exhibited. 

NATIONAL CYLINDER GAS COMPANY — Carbon 
dioxide gas handling equipment will be exhibited. 





¥ 
Or Sad 


































*NOTE: Visit us at our Booth No. 112. 
Your product too can be duplicated in 
giant-size product masterpieces. Illus- 
trated here are a few of the product 
replicas we make for leading manu- 
facturers, They are proven sales stimula- 
fors . . . @ new medium in the field 
of display advertising. 
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ct Replicas OF ~ 


NATIONAL FRUIT FLAVOR CO. — Will display aii Mold-Crot ag “sot, Full-round 
eotherpre® 
“Squeeze.” vi coimensionel 


NATIONAL NUGRAPE COMPANY — NuGrape and 
Sun Crest Orange will be featured. 

NATIONAL REJECTORS, INC. — Slub rejectors, | 
coin changers, mechanical and electrical actuating | 
devices for vendors, miscellaneous coin equipment | 
for vendors will be on display. | 

NEHI CORP. — Will feature Royal Crown Cola, Nehi 
beverages and Par-T-Pak beverages. 

NESBITT FRUIT PRODUCTS, INC. — Nesbitt’s and 
Sprig will be featured. 

NIAGARA BOTTLE WASHER MFG. CO. — Will NOW AVAILABLE.. . Spectacular Outdoor 
feature a bottle washing machine for jugs. Christmas Displays for Your Plant 

THE H. R. NICHOLSON CO. — A complete line of 
flavor concentrates, carbonated beverages and die- 







For better public-employee relctions here's an excellent way to 
create good-will. Use these bouna-to-be-talked-about Christmas Dis- 





tetic beverages will be shown. plays of Reindeer Teams, Nativity Scenes, Choir Singers and Santa Please Send your FREE rhe a 
OAKITE PRODUCTS. INC. — Will feature conveyor Clauses. Outstandingly dramatic, these truly spectacular traffic- en Christmas Decorations for si 
: R F : A 7 stoppers remain popular for years — in fact associated with your 
chain lubricants and lubricators; bottle washing com- company they become a yearly legend. We'll be happy to show FREE information on “Glant Product 
pounds; scale removing compounds; also Oakite Lime- you how “'size gets the eyes’’ to your company, its services and 


lite, new additive to caustic bottle washing solutions. gretede Sy Tanag ete oupen. 


a er Seer ee oh rk eye tee Tee 
OLD DOMINION BOX COMPANY — Will display 
; ; . Pe Peer eer ee ee ee ree a 
6-can carry-home cartons; will also display in opera- WCC Ob a(Cinniesr tC 
tion a Dacam model 200 DG, a model C 36 cartoning 0 1°) Address .. 0... 6 eee eee eee eee e eee eneen nnn eens oe 
machine, also a Dacam drop case packer. i es nae 
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Take the Bond route 
to better crown service 


Your shortest route to first-class crowns 
and service is a telephone call to Bond. 
We have more than a mile of modern 
equipment waiting to go to work for you. 
We also have a trained corps of engi- 
neers, scientists and technicians eager 
to take on your filling and sealing prob- 
lems. When you name Bond your 
supplier, you get product, delivery and 
service tailored to your particular needs. 
May we hear from you soon? 





CONTINENTAL © CAN COMPANY 


= BOND == 


CROWN sv CORK DIVISION 





WILMINGTON, DELAWARE 


i TS, WILMINGTON 99, DELAWARE 
: 100 EAST 42nd STREET, NEW YORK 17, NEW YORK e 16th AND LOCUST STREETS, 

Ren 12, OHIO « 110 EAST WISCONSIN AVENUE, MILWAUKEE 2, WISCONSIN 

SAN FRANCISCO 4, CALIFORNIA 


ROOM 712, DIXIE TERMINAL BUILDING, CINCINNATI 


3505 SOUTH CARROLLTON AVENUE, NEW ORLEANS 18, LOUISIANA ¢ RUSS BUILDING, 
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ORANGE-CRUSH COMPANY — Orange-Crush, Old 
Colony, Old Colony no-deposit, no-return will be on 
display. 

ORANGE SMILE SIRUP COMPANY — Will feature 
Smile and Cheer Up franchised flavors. 

OWENS-ILLINOIS GLASS COMPANY — Duraglas 
beveiage bottles and services will be featured. 

SID E. PARKER BOILER MFG. CO., INC. — —Will 
display the Parker industrial steam and hot water 
boilers. 

PEPSI-COLA COMPANY — Pepsi-Cola and Schwep- 
pes products will be shown. 

‘THE PERMUTIT COMPANY — Will feature pack- 
aged water conditioning equipment, bottling precipi- 
tator, neutralite filter and an activated carbon puri- 
fier. 

THE PFAUDLER CO. — The exhibit will feature the 
just-announced Pfaudler Utilitank, made of heavy 
steel glassed both inside and outside for sanitary 
storage of syrup; the Pfaudler rotary piston filler, 
which injects syrup into up to 600 cans per minute 
with medicine dropper accuracy; and Pfaudler liquid 
sugar handling systems. Also on display will be the 
speed mixing tank, the pressure process Lo-Vat with 
bottom driven, sweep agitator, and the new Sani- 
Plate heat exchanger with directed flow gaskets. 

CHAS. PFIZER & CO., INC. — Citric Acid and other 
bottling ingredients will be shown. 

POLAK & SCHWARZ, INC. — Will feature flavors 
for the beverage industry. 

POTTER & RAYFIELD, INC. — Will exhibit water 
treating equipment, beverage mixers, stainless steel 
tanks and syrup coolers. 

PROGRESS REFRIGERATOR COMPANY — Port- 
able picnic coolers and special events coolers will be 
on display. 

PURE CARBONIC COMPANY — Will feature car- 
bon dioxide for carbonation. 

RCA — Engineering Products Division — will feature 
its automatic uncaser and washer-loader, automatic 
beverage inspection machine for Coca-Cola, Seven- 
Up and Pepsi-Cola. 

RIVER RAISIN PAPER COMPANY — Will display 
various styles of plastic coated cases. 

S AND S PRODUCTS, INC. — Will feature new low 
cost counter top cooler; also Lucite transparent lids 
for open type coolers. 

SALIENT FLAVORING CORP. — Will exhibit a 
cavaleade of flavors, featuring Nifty Pineapple, 
Black Cherry, Black Raspberry, Pale Dry, Grape, 
and many other flavors. 

SELLERS INJECTOR CORPORATION — Will dis- 
play Sellers Hydraulic Jet Cleaner; Haines Steam 
Traps. 

Cc. O. & W. D. SETHNESS CO.—Will feature Cosco 
Brand Flavors and Twang Root Beer. 

THE SEVEN-UP COMPANY Will feature 7-Up 
and 7-Up Venders. 

SOLVAY PROCESS DIVISION, Allied Chemical & 
Will exhibit Solvay alkalies and 
cleansers for carbonated beverage bottle washing. 
SPECIALTY ENGINEERING CO. — Will exhibit its 

specially designed truck bodies. 


Dve Corporation - 
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SPIELMAN COMPANY, INC. — Labels, advertising 
displays, decalcomanias, etc., will be featured. 

THE SQUIRT COMPANY — Will exhibit Squirt. 

STANDARD-KNAPP, Div. of Emhart Mfg. Company 
—Will exhibit Model 830-CD duplex bottle packer 
with automatic model 830-CE duplex case feed for 
handling 16-ounce bottles in corrugated cases. 

SUGAR INFORMATION, INC. — Educational mate- 
rial on sugar, promotional material for bottlers will 
be featured. 

SUN SPOT COMPANY OF AMERICA — Will show 
Sun Spot Orange, Grape, Root Beer, Lemon. 

TERRISS DIVISION, CONSOLIDATED SIPHON 
SUPPLY CO., INC. — Stainless steelware, quality 
control equipment and supplies, inspection lights, 
production equipment, filter equipment for water, 
syrup, COs, etc. will be displayed. 

THATCHER GLASS MANUFACTURING COM- 
PANY, INC. — Will exhibit glass containers, 

TIMMONS METAL PRODUCTS COMPANY — Will 
exhibit Timpco Vending Trailer, Timpco beverage 
bodies, Timpco metal pallet. 

TRI-CLOVER DIVISION OF LADISH CO. — Stain- 
less steel sanitary and industrial fittings, valves, 
pumps, filters, magnetic traps, tubing and special- 
ties will be displayed. 

TRU-ADE, INC. — Tru-Ade and Pal-Ade will be ex- 
hibited. 

TRUE MANUFACTURING COMPANY Will dis- 
play its dry bottle beverage cooler. 

S. TWITCHELL COMPANY — Flavors and extracts 
will be shown. 

UNION PRODUCTS COMPANY, INC. Will feature 
its metal six bottle carriers. 

UNION SALES CORPORATION, Distributor for 
Union Starch & Refining Company Caramel color 
will be featured. 

VAN AMERINGEN-HAEBLER, INC. Will exhibit 
a complete line of “Alva” flavors. 

JAMES VERNOR COMPANY Will feature Ver- 
nor’s Ginger Ale. 

VIRGINIA DARE EXTRACT CO., INC. — Will dis- 
play Virginia Dare carbonated beverages; Korker— 
the OK “UP” drink; flavoring extracts and concen- 
trates. 

VOLCKENING, INC. A complete line of brushes 
and brooms for the beverage industry, including Ny- 
lon brush spindles, Nylon rinse spindles and Nylon 
outside brushes for bottle washing machinery will be 
featured. 

WALKER-WALLACE, Division of A. P. V. Com- 
pany, Inc. — Will exhibit A. P. V. “Paraflow” plate 
heat exchangers for pasteurizing simple syrup and 
liquid sugar coolers. 

WARNER-JENKINSON MFG. CO. Will feature 
flavoring extracts and food éolorings. 

WAUKESHA FOUNDRY COMPANY Will exhibit 
Waukesha positive displacement type Sanita pumps; 
also pumps with vented cover in “Waukesha Metal” 
and stainless steel construction; variable capacity 
type units, gear head type units, portable v-belt type 
unit mounted on corrosion resistant base; rough and 
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GM Zete-tamueseliie(selel-me-lel mela le- 
several facts based upon the exper- 
ience of those now in the field. A mul- 
tiple pack increases unit sales. The 
proven favorite is the Dacam carrier, 
available for either flat or cone 
tops. No capital investment is re- 
folthtacre Me Uehae)2et-heleme-lace)ettel=4 machin- 


ery comes with your carton order. 


OFDM DONO! 


BOX COMPANY,INC. 


DACAM SALES DIVISION 
, CHARLOTTE, NORTH CAROLINA 


See The Dacam System In Action At The 
Soft Drink Exposition This Month.In Philadelphia 


Dr Pepper 
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Most powerful 


low-tonnage 
truck 
engine ! 


DODGE 


TRUCKS 






‘= Worlds best 


fueks... by actual 
comparison! 
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any other low-tonnage truck engine 








Bost truck visibility! 
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dich: 728 728 
Windshield Area $Q. iN. | SQ. IN. | SQ. IN. 
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DODGE 
TRUCK F 
TRUCK | 
TRUCK G 


TRUCK C 


Make of 
4 -ton Pick-Up 


















No. of ft 
for U-Turn 


36%’ 
37'A 
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ASK US TODAY ABOUT A BETTER DEAL FOR THE MAN AT THE WHEEL! 























Hors proof! 


Make 
of Truck 


TRUCK F 















Seat 
Height 


Shoulder- 
room 


58%," 


56% 






Hip- 
room 


















TRUCK C 55%" 











TRUCK G 





55’ 











TRUCK I 57 











semi-finished castings in “Waukesha Metal” and 
stainless steel. 
WESTERN FILTER COMPANY — New Develop- 


ments in Western water treating equipment will be 
featured. 
WESTFIELD SHEET METAL WORKS, 
Paint spray booths wili be featured. 
WHISTLE & VESS BEVERAGES, INC. — Will ex- 
hibit Vess Billion Bubble Beverages; Whistle Orange. 
THE WHITE MOTOR COMPANY — Exhibit will 
feature 3 of the latest type bottlers’ units for pal- 


INC. — 


letized or deck type delivery, featuring low bed units. 

WHITE ROCK CORPORATION — Will display White 
Rock Beverages. 

WHITTLE & MUTCH, INC. — Will feature Dr. 
Mutch’s toot Beer, Orange “CLOUD”, Lime 
“CLOUD”, Lemon “CLOUD”, “WAMI” Pale Dry 
Ginger Ale, 100% Pale Dry Ginger Ale, Lafayette 
Imit. Grape, ‘“WAMI” Imit. Cherry, and a full line 
of flavor bases and extracts. 

THE WOODSTOCK MFG, CO., INC. — 
erage cases will be shown. 

WORKSAVER BODY CO. — The WorkSaver Body 
designed and engineered for palletized route delivery 


Wooden bev- 


operations—will be featured. 
WYANDOTTE CHEMICALS CORP. — A 


display will be the feature. The causes for tarnished, 


corrosion 


etched and perforated stainless steel equipment and 
how to avoid these conditions will be clearly dem- 
onstrated. 

THE YALE & TOWNE MANUFACTURING CO.— 
Materials 2,000 Ib. 
cap. gas truck with pneumatic tires; 3,000 lb. cap. 


handling equipment, including 
gas truck with cushion tires; Warehouser Electric 
truck; along with demonstration—unloading a route 
truck—will be shown. 

YUNDT-BOTTLEMATIC CORP. Will 

machine, caustic filtration 


feature a 


3 case uncasing system 


for bottle washers, several demonstration pieces. 


Late Additions 
CONTINENTAL CAN COMPANY, INC. 
ture crown and cork products. 

CHESTER JENSEN CO. 
coolers, sanitary fittings, pumps. 

FORD DIV., FORD MOTOR CO. — 
1955 Model F-600 Chasses 


Will fea- 


Will exhibit water 
Will exhibit two 


Cabs with special bot- 


tlers’ bodies. 


Heat Yo! Hest Vo! 
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Thatcher Quarterly Report Shows 
Moderate Decline 


In the comparative quarterly income statement 
issued by Thatcher Glass Manufacturing Company, 
Inc., net earnings for the 12-month period ending 
September 30, 1954, showed a moderate decline as 
compared to the same period ending September 30, 


1953. The 1954 earnings were $1,213,964.67 as com- 


pared to 1953’s $1,315,553.36. 


According to Franklin B. Pollock, Chairman of the | 


Board of Directors, sales of McKee consumer prod- 
ucts were substantially improved. However, because 
of the comparatively cool summer, demand for 
Thatcher beer and beverage glass bottles was down. 
Sales on other Thatcher container lines were pretty 
well maintained. Mr. Pollock stated that earnings 
were also affected by non-recurring charges result- 
ing from the start up of Thatcher’s new Saugus, 
California plant together with charge-offs made at 
the end of 1953. 

At a Board of Directors meeting on September 
24th, the regularly quarterly dividend of 60c per 
share was declared on the Convertible Preference 
Stock, payable November 15th to stockholders of rec- 
ord on October 29, 1954. The regular quarterly divi- 
dend of 25c per share on the Common Stock was 
declared October 18th, payable December 15, 1954 to 
stockholders of record on November 30th. 


Owens-Illinois Earnings Improve; 
Approach 20 Million 


Increased sales and reduced taxes resulted in im- 
proved earnings for Owens-Illinois Glass Co. in the 
twelve months ended September 30, 1954, J. P. Levis, 
chairman, told a meeting of directors. 

Earnings amounted to $19,486,208.42, or $6.38 
per share, compared with $16,810,919.55 or $5.50 
per share in the 12 months ended September 30, 
1953. 

Sales were $344,772,232.00 compared with $323,- 
315,444.56. 

Mr. Levis said that the increase in sales reflects a 
continuing strong demand for certain types of glass 
containers and an improvement in the market for 
black and white television bulbs. He also reported 
a steady increase in the sales of the company’s metal 
and plastic closures and custom molded plastic items 
during the past nine months. 

The provision for Federal and other income taxes 
amounted to $15,889,971.16, or $5.19 per share on 
the 3,056,874 common shares outstanding, compared 
with $21,379,366.68, or $6.99 per share. 

The board declared a dividend of one dollar per 
share payable December 5 to shareholders of record 


November 17. 
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THE BEVERAGE TRADE 


To thousands of retailers and millions of con- 
sumers Squirt is known as “The one soft drink 
with ‘Never an After-Thirst’”’! Naturally the 
consumers know about it through an expansive 
advertising program. National magazines, 
newspapers, 24-sheets, T-V, radio;—and the 
retailers through extensive merchandising 
and unusually effective sales promotions. 
The fact that Squirt sales have more than 
tripled in the past four years is sound proof of 
Squirt’s salesability as a soft drink; a good 
reason why Squirt bottlers are beaming and 
new franchises are the highest in the com- 
pany’s history. 






This dual selling makes the stronge 
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IT SELLS TO 
THE MIXER TRADE 


Asa mixer, and as a promoter, even the indus- 
try doffs its hat to Squirt. For here is a superb 
fresh-fruit blend that weds excellently with 
Bourbon, Rye, Gin, Vodka, Rum or Wine. And 
here is the mixer that leads the field in promo- 
tions: In summer—the famous “Squirt Snow- 
ball” captures new volume as a gin or vodka 
drink—in the Fall and Winter the “Squirt 
Glow-Ball” continues to keep sales volume 
high. And the year ’round Squirt mixer tie-ins 
with leading distillers...its P.O. P. for re- 
tailers keeps the product zooming. 

Just another reason why The Squirt Company 
and its bottlers are rapidly forging to the 
front as a leader in the industry. 


Tak! 


OMPANY 





COPYRIGHT 1954, THE SQUIRT C 


Come In and See Us At The Squirt Booth, 1158, 
A.B.C.B. CONVENTION, Philadelphia, Pa. 
Squirt Headquarters, Bellevue-Stratford Hotel 


OR 
Write today about the Squirt Franchise in your territory ! 
THE SQUIRT COMPANY, 4610 NORTH VAN NUYS BLVD., SHERMAN OAKS, CALIFORNIA 
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Around the corner 
from anywhere 


Have a Coke 
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NuGrape Boftler and Routemen 
Contest Winners Announced 


Names of the winning bottling firms and route- 
salesmen of the 1954 summer NuGrape Soda and 
SunCrest Orange promotion program have been an- 
nounced by the National NuGrape Company. 

Grand prize winning bottler in the NuGrape phase 
of the program was the Dr. Pepper Bottling Com- 
pany, of McMinnville, Tennessee. SunCrest grand 
prize winner was the SunCrest Bottling Company, 
of Paducah, Kentucky. 

Top prize for each of the operators of these plants 
was achoice of an English sports car or merchandise 
worth $2,500. 

“Outstanding route-men” in each of the grand 
prize winning plants were James A. Jones, of the 
McMinnville, Tennessee, firm, and Artel Jones, of 
the Paducah SunCrest bottler. 

Other top prizes went to the following firms and 
route-salesmen of those firms: 

(NuGrape Soda) McPherson Beverage Corp., of 
South Hill, Va., Salesmen J. H. Parrish, L. M. Beck, 
Ear! Ezell, and John Estes; Seven-Up Bottling Co. 
of Hutchinson, Kansas, Salesman Kenneth Kerns; 
NuGrape Bottling Co., of Anadarko, Okla., Salesman 
Sterling Slover; Orange Crush Bottling Co., of Gas- 
tonia, N. C., Salesmen W. H. Haynes, James W. 
Johnson; Dr. Pepper Bottling Co., of Memphis, 
Tenn., Salesman Oscar Bass. 

(SunCrest Orange) Seven-Up Bottling Co., of 
Coleman, Texas, Salesmen Dexter Jewell, Curtis 
Berry, Glen Smith, Jerry Dale Holt, Paul Dela Rosa, 
Chuck Rameriz; Coca-Cola Bottling Co., of Walla 
Walla, Wash., Salesman John G. Johnson; Dr. Pep- 
per Bottling Co., of Aurora, IIll.; Dr. Pepper Bottling 
Co., of Miami, Fla., Salesman Guy Hornsby; Nu- 
Grape Bottling Company, of Savannah, Ga., Sales- 
man G. F. Anderson; Seven-Up Bottling Co., of La- 
Feria, Tex., Salesman A. Chavez; Dr. Pepper Bot- 
tling Co., of Wilson, N. C., Salesmen William Letch- 
worth, and Robert L. Lewis. 

Prizes for route-salesmen were trips to the World 
Series or choices of a variety of merchandise. 

Extra merchandise awards for outstanding 1954 
promotions also were made to the Cheerwine Bot- 
tling Co., of Charlotte, N. C., NuGrape Bottling Co., 
of Austin, Texas, and the Spur Bottling Co., of 


‘ 


Lumberton, N. C. 


Diamond Alkali Sales at Record High 


Continuing their steady growth pattern of the 


past two years, increased sales for Diamond Alkali 
Company in the first nine months of 1954 against 
the same period last year, with earnings maintained 
at substantially comparable level, were reported by 
President John A. Sargent. 

Net sales for the nine months ended September 30, 
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1954, set an all-time high for any similar period in 
the 44-year history of this leading producer of basic 
chemicals, totalling $70,988,638 as compared to $65,- 
507,099 for the same period in 1953. 

Net income for the first nine months of 1954 after 
provision for Federal income taxes was $4,328,882, 
which, after Preferred Stock dividends, was equiva- 
lent to $1.74 per share on the 2,265,223 common 
shares issued and outstanding. 

This compares with net earnings of $4,414,340 or 
$1.77 per share on the same number of shares for 
the first nine months of 1953. 


Industry Joins Litter War, 
With a Budget of $400,000 


American industry is backing the national anti- 
litter campaign of Keep America Beautiful, Inc., 
with a budget of $400,000 for the fiscal year 1954- 
55, it was announced at the first annual meeting of 
the recently formed organization. 

William C. Stolk, chairman of the non-profit group 
with headquarters at 500 Fifth Ave., said that 
twenty-three of the nation’s biggest industries had 
pledged “more funds” next year and in succeeding 
years in support of the campaign until “the national 
disgrace”’ is wiped out that is costing $30,000,000 
in Federal, state and local funds to clear the nation’s 
highways, beaches and parks of carelessly strewn 
litter. 

Mr. Stolk, president of the American Can Co., 
noted that he and other members of the anti-litter 
group’s board of directors represent industries 
whose packaged products contribute to the litter 
problem. 

“Beer cans, cigarette and gum wrappers, papers 
and cartons can all be laid at the door of the new 
$7,000,000,000 industry of disposable packaging,” 
he said, but warned that the American public must 
meet this time and labor saving industrial develop- 
ment by revising disposal habits that “really haven’t 
changed from the days when crackers came out of a 
barrel and every package, paper and string was a 
‘saved item’ in the average household.” 

K. A. B. funds will be used to supplement anti- 
litter programs already in existence in many states 
and to inaugurate field service programs in new 
areas, he said. The organization’s long-range plans 
include a series of educational films and other pub- 
licity devices to be made available to any local anti- 
litter project, he said. 
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Who sells the 


thirsty strangers? — 


It’s certainly not you...unless you're bottling 
a major non-carbonated beverage. 

A whopping big market exists right in your area 
among the folks who can’t or don’t drink carbon- 
ated beverages—the ‘strangers’ who never darken 
your sales door. They’re as thirsty as anybody else 
...but you haven’t a drink they want. 


What todo? Simply add Bireley’s non-carbonated 


BIRELEY’S DIVISION 


1127 North Mansfield, Hollywood 38, California 





orange and other fruit-flavor drinks to your line. 


There’s no big investment. You bottle non-car- (( Pirsby’ \ 


bonated Bireley’s on the same equipment you do 
your carbonated line. 


Remember, nationally advertised Bireley’s is ] 
General Foods’ soft drink...and King of the non- 
carbonated field! 


Get the facts. Get in on the Big Bireley’s Boom! 


General Foods Corporation | ii | 





GINGER ALE 


for more than 88 years 


When in Detroit please accept our 
invitation to enjoy a special tour of 
America’s largest and most modern 


bottling and manufacturing plant. 


ONE SIP WILL TELL YOU! 


One sip of Vernor’s Ginger Ale will tell you why more people 





buy Vernor's than any other beverage ginger ale. That 
refreshing taste will tell you why Vernor’s has been a solid 
favorite for 88 years and why the bottling of Vernor's will 


assure you a steady, dependable growing business. 


Franchise Division 


JAMES VERNOR COMPANY 


Detroit 1, Michigan 


™ America’s favorite 


ms 
“gaan 


Pi beverage ginger ale 


Flavor 
Mellowed 
4 Years 
in Wood 


Unique Window Display 


Helps Promote Canada Dry 


74 wooo, “the mechanical man,” did a three-day 
stint in the window of a Jacksonville Beach drug 
store recently, under the partial sponsorship of 
Canada Dry Bottling Co. Moving in a jerky, puppet- 
like manner, Atomo “drinks” a bottle of Canada 
Dry while displaying a showcard and delivering a 
spiel picked up by a concealed lapel microphone 
and amplified outside the store with a P.A. system. 
He gives 30-minute performances with a 30-minute 
break, throughout the day. 


Small fry and adults found this unusual window dis- 
play of considerable interest and, according to store 
managers, came into the store to buy Canada Dry. Mer- 
chants whose windows are used for this dramatic dem- 
onstration pay nothing toward this promotion and 
benefit from the increased store traffic. 





A sign in the window offers a $100 prize to any- 
one who carr make Atomo smile—but this is impos- 
sible because Atomo (really John W. Jakes, a full- 
blooded Cherokee Indian) is almost blind as a re- 
sult of 35 years of the necessary muscular control. 

Atomo travels over a large portion of the coun- 
try, and after finding a local store with window 
suitable for his act, proceeds to enlist non-competi- 
tive sponsors. Only one soft drink, for example, is 
included in the patter. The merchant whose win- 
dow is used, pays nothing. 

At Jacksonville Beach it was observed that the 
audiences—which included many adults as well as 
children—went into the store after each perform- 
ance to make purchases. It became necessary for the 
store to phone the bottling plant for additional sup- 
plies, as the stock of Canada Dry had been com- 
pletely sold out on Friday morning, second day of 
the performance. 
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Problems Confront 
The Small Bottler 


Territories once opened are hard 
to hold against the increasing 
competition from larger bottlers 

the small bottler still finds 
newspaper and radio advertising 
helps pay off in better soft drink 
sales 


Tue persistent hope of the small bottler that he 
may continue to grow and do business on a profitable 
But in 
the soft drink bottling industry, as in other business 


basis is still evident throughout the country. 


activities, competition has made the problem of sur- 
vival a day-to-day crusade sometimes against un- 


equal odds. 


Sinc ‘E 1932, when they were first organized, Ches- 
ter Club Beverages of Poughkeepsie, New York, has 
followed the historic business pattern of developing 
a good product and selling that product to as many 
retail dealers as possible for subsequent distribution 
under the 


to the consumer. Continued sales effort 
















Matthew Pine, president of Chester Club Beverages in- 
spects some of the new equipment recently installed 
at the Poughkeepsie plant. 
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* Power-shower for bottles 


The all-new Y-B model EJ bottle washer with the 
exclusive Yundt Airbrush provides the most sani- 
tary method of bottle washing at lowest machine 
maintenance cost and lowest cost per case. Made 
in quart, pint and split sizes 8 to 40 bottles wide. 












* Automatic uncasing 


New Yundt-Bottlematic automatic uncaser 
handles bottles gently. Has very high effi- 
ciency rate. Adaptable to all types of equip- 
ment. Takes full or half-depth cases in any 
bottle size with or without dividers. Built with 


2, 3, or 4 heads. 


See you at the Show: Be sure to visit Yundt- 
Bottlematic booth 826, International Soft Drink 
Industry Exposition, Convention Hall, Phila- 
delphia, November 15 through 18. See the Y-B 
automatic uncaser in action. Take this oppor- 
tunity to discuss your equipment needs with 
Y-B representative — you owe it to yourself. 


Or ee ee ee ee ee ee ee ee ee ee 


* Packaged caustic filtration unit 


The new Y-B caustic filtration system —a com- 
pletely packaged unit —can effect caustic and 
clean-out savings that will quickly pay for itself 
when installed on reasonably new bottle washing 
equipment in plants with a capacity of 100 bottles 


or more per minute. 
A 




















Yundt-Bottlematic Corp. 
3640 Muddy Creek Road, Cincinnati 38, Ohio 


Please send me at once and without obligation complete 
information on [] Model EJ Airbrush bottle washer* 
[_] ¥-B automatic uncaser* 


] Yundt caustic filtration system’ 


*State type of bottle and case to be used and if bottles have 
paper labels. 


Name 
Company 
os Lidia Zone 
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WwW competent leadership of Matthew Pine, president of 
te SOMEONE HAD TOLD ME ee | the company, has helped Chester Club Beverages to 
grow and establish deep, healthy business roots in 


the community. 
that the |0-oz. King-Size B-!| bottle would receive such an enthusiastic AeA paes “Seg very we ag ween Pm 


reception from the dealers, | wouldn't have believed him." plague this small bottler. Larger and perhaps more 
prosperous bottlers in adjacent areas have taken a 
Excerpt from a letter from an enthusiastic bottler who recently critical look at the Poughkeepsie territory and sales 
added the 10-o0z. size to his B-1 line. | programs based on free goods distribution has cre- 
: ated many headaches for the Chester Club organiza- 

tion. 


Keenly alert to the needs and problems of the re- 


at a 1 Bate). ii LIME SODA tail outlets that sell and distribute his beverages, 
; Z | Matthew Pine has developed an extensive local news- 

—every th in g you wan t he aso ft drin k | paper and radio advertising program in an effort to 

PLUS VITAMIN B, | promote the “Buy from your local bottler” idea. This 


has had some effect on the consumer level but has 


not always reached the retailer still concerned with 
AND NOW IN THE 10-OZ. SIZE! 


A delighted bottler who added the new 10-0z. King- 
Size to his B-1 line, reports: 





"The response from dealer and public has been truly 
amazing!" 


AND LISTEN TO THIS: 


"Supermarkets report that since stocking the 10-oz. 
size, their B-| sales have more than doubled." 


HERE IS THE WAY A TYPICAL BOTTLER 
SIZES IT UP: 


"We don't intend to discontinue the pro- 

duction of B-| Lemon-Lime Soda in the 7-02. ; Maximum trouble-free performance is achieved through 
size as there is still a definite market for this a well-organized program of maintenance and repairs. 
but we do know that in the 10-oz. bottle we : = In Throw- 
have the answer to competition and are on se — sg 
our way to bigger B-1| sales!" ’ Bi Al 
EXPERIENCE OF OTHERS PROVES IT IS j Sottes 
WELL WORTH INVESTIGATING. 





Your Territory May Be Open 


write or B-1 BEVERAGE CO. 2301 HAMPTON AVE. 
_— Mi. 7-1860 ST. LOUIS 10, MO. 


als BOOTH NOS. 1051-1053 a ae Aes ae | 
ee . . = A view of the bottling line. The company has 15 em- 
Philadelphia A.B.C.B. Exposition ployees. Since the reorganization in March 1954, the 


firm has doubled its billboard and radio spot advertis- 
ing program in an expanded sales campaign. 
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The Bowden Single Valve 


bottling plants is a rapid 
flow type. One cylinder with 
quartz, removes suspended 
matter and turbidity; the 
other with minchar, removes 
chlorine, taste, odor and dis- 
coloration. Under certain 
conditions a single unit filter 
is sufficient. 
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, Cost 
60% OF CO © 
SA Sn TO 
————— 


'USE DRY ICE CONVERTERS 





Full-opening for easy cleaning and inspection, 
Dry Ice Converters require no power, no refriger- 
ation, no operating costs. Use full-sized 50-Ib 
cakes of dry ice or liquid CO,. Work equally well 
with either. Will quickly pay for themselves 
through gas savings. Variety of sizes available 
for either vertical or horizontal installation. 


Write for complete details, prices 


DRY ICE CONVERTER 


CORPORATION 
Dept. C., Box 1652, Tulsa, Oklo. 


DRY ICE 
CONVERTER CORP. 


TULSA. OKLAHOMA 





Clear Filtered Water Provided by 
BOWDEN DOUBLE CYLINDER FILTERS 
Assures a Better Bottled Product 


RD aa GIT 
= a we 
2:5 








Double Cylinder Filter for 





Write for Bulletin No. 3 








ae : 

| 

b FILTER COMPANY 
- Designers and Manufacturers Since 1899 © 
ae 3448 Denton Avenue, Detroit 11, Michigan — 





a profitable operation. And what retail store can re- 


fuse free goods? 


Other efforts in the direction of promoting the 
health of local industry have involved an appeal to 
the Poughkeepsie Chamber of Commerce composed 
of business and professional men, who know the im- 
portance of maintaining and developing local busi- 
ness, if the economic health of the community is to 


be preserved. 


More recently widespread sampling at the con- 
sumer level and various sales promotion ideas have 
been set in operation. Some of these have been very 
effective in spurring sales and in creating demand 
for the Chester Club beverage line but the battle for 


survival is a continuing one. 
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ts Cael 
To speed case handling and reduce manual labor, this 
conveyor carries the loaded cases to the outside load- 
ing platform. Chester Club operates six new trucks and 
distributes to Dutchess, Orange, Ulster and part of Put- 
nam counties in New York State. 








Another view of the bottling line at the Chester Club 
plant. The company distributes Chester Club Bever- 
ages, Mission Orange in quart cans, Canada Dry Spur 
and No Cal in 8 ounce bottles. 
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This is a must! .. 


STOP AT 
BOOTH 606 


- ABCB CONVENTION 
CONVENTION HALL, PHILADELPHIA 
NOVEMBER I5-18 


Taste the most delicious Real Fruit Flavors ever 
offered to Bottlers. We especially invite you to 
taste these outstanding, new Flavorex develop- 
ments — 


Concord Grape, 
Black Cherry 


made by our new “Tripotemp” process, which 








coaxes every drop of flavor goodness out of the 
fruit. This completely closed, vapor-tight system 
captures the most flighty volatiles. 


Be sure to taste these top fruit flavors. You'll love 


them... you'll want them... you’ll buy them. 


Then watch your sales climb. 


We'll be at Booth 606 
to greet and serve you 


Edwin Palmer 
lra Weissel James Cassani 


Arthur Neumann Thomas Gunning 
Carlos J. Brau 


Harry Sachs 





Hotel Headquarters: 


Bellevue-Stratford 


FLAVOREX 


COMPANY, INC. 


Makers of fine fruit flavors 











302 S. CENTRAL AVE., BALTIMORE 2, MD. 
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Now! A whole new concept for packaging soft drinks! 











with the new 


Designed to meet today’s needs for ease and con- 
**SMOOTH-TOP” 


tainer can offer you all these important advantages... 


venience, only the 


MM 
s 
%. 
s 
¥ 


4 


f- 


¢ 
Awww ene eee 


* 


] No bother with breakage. If cans 
* are dropped or knocked over— 


there’s no product loss. And the flavor- 


protector lining and complete seal of 


“Smooth-Top” cans are not damaged. 


C No empties to handle. No costly 
“7° bookkeeping, storage i weal handling 


of empties... you save time and money. 





3 “Smooth-Tops” stack and pack 
* easily. They speed up operations 
—simplify storage—a 24-can carton takes 


about 58% less space than a case of 12- 


American Can Company is making history again 


**SMOOTH-TOP” cans for soft drinks! 


bey erage COon- 


ounce returnable bottles, 23% less than 
one-way bottles, 15% less than cone-top 


Cans. 


4 Lighter weight for shipping. 
* “Smooth-Tops” weigh one third 
to one half less than bottles of the same 


volume—save important freight dollars. 


5 Special flavor-protector lining. 
“* New “Smooth-Top” cans have a 
hard enamel lining that will not absorb 
flavor from soft drinks, will not impart 


flavor fe them. 





6 Hermetic seal retains 100% car- 
* bonation. “Smooth-Tops” are 
tight-sealed all around, lock in every bit 


of fizz. 


7 Labels permanently litho- 
graphed. Striking designs and 


colors can be printed right on the metal. 





We're looking forward to seeing you 


at the 





S Based-on-success design. The 
O. x 


“Smooth-Top” can was specially 


developed for soft drinks by America’s 
most experienced can manufacturer . . . 
the company that invented the flat-top 
beer can which won such outstanding 


success in the brewing industry. 


Q Retailers prefer “Smooth- 

Tops.” They’re easier to handle, 
store, stack, display—and they eliminate 
forever the headaches of breakage, returns 


and refunds. 


10 Consumers prefer “Smooth- 

* Tops.” They, too, like the “‘no- 
return” convenience and the ease of 
carrying and storage in the refrigerator 


. plus no breakage and quick cooling. 


Containers to help people live better 


ABCB Convention 
and International Soft Drink 
Industry Exposition 
in Philadelphia 
November 15— 18, 1954 


Our booth number is 746! 
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fcanco] New York, Chicag: 


AMERICAN 
CAN 
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The Show Goes On 


(Continued from Page 88) 





PEPSI-COLA COMPANY, New York City (840 & 941) 
BELLEVUE-STRATFORD 
Representatives: Arthur L. Foster, Jr.; John H. Williams: 
Donald Kendall 


THE PERMUTIT COMPANY, New York City (1111) 
Representatives: D. C. Senges; R. B. Bruns 


THE PFAUDLER CoO., Rochester, N. Y. (1059)... WARWICK 
Representatives: F. A. Selke; H. R. Applin; C. B. Hunt: 
D. E. Schmitt; W. D.-?heteplace; R. C. Strachan: I. Siller; 
L. E. Backer; J. R. Pascal; D. A. McBride; J. J. Hickey: 
H. J. Karakas 


CHAS. PFIZER & CO., INC., Brooklyn, N. Y. (1117) 
WARWICK 
Representatives: John McVeigh; H. C. Smith; Wm. Ray; 
Richard Groben; E. Everett Macdonough; S. M. Low: 
G. Webster Rice; Jos. Crobak: Robert Denman 


POLAK & SCHWARZ, INC., New York City (302) 
BENJAMIN FRANKLIN 
Representatives: L. Davids; George M. Bitzick; Clifford 
G. Jackson; Charles E. Fricke; Helen A. Horst; Thomas J. 
Bonica; Harry Fields; Joseph A. Ungerland; Charles H. 
Grimm; Frank J. Micek 


POTTER AND RAYFIELD, INC., Atlanta, Ga. (848) 
BELLEVUE-STRATFORD 
Representatives: A. C. Cross; George Aiken; Dave 
Pollock 


PROGRESS REFRIGERATOR COMPANY, Louisville, Ky. 

(733-735) ADELPHIA 
Representatives: L. W. Cloud; J. D. Binkerd; L. A. Stark; 
T. E. Motlow 


PURE CARBONIC COMPANY, A Division of Air Reduction 

Company, Inc., New York City (1029-1031) 
Representatives: R. S. Frichette; C. W. Buckman: G. C. 
Cusack; J. D. Gainey; A. J. Granata; N. L. Heffronl; 
J. F. Hellauer; C. R. Hilton; L. F. Kilmarx; C. W. King; 
E. R. Lawrence; W. A. McCleary, Jr.; J. A. Melville; 
E. M. Newton, Jr. 


RCA — ENGINEERING PRODUCTS DIVISION, Camden, 
N. J. (627) 
Representatives: K. R. Hollister; H. D. McLendon; R. H. 
Stimpert; N. J. Rivkees; R. T. Kohler; W. M. Evans; 
George B. Russell; Harlan Troth; John C. Boyle 


RIVER RAISIN PAPER COMPANY, Monroe, Mich. (340) 
BENJAMIN FRANKLIN 
Representatives: J. G. Ladley; G. J. Hochradel, Jr.; T. E 
Hollingsworth 
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RIVERSIDE MFC. CO., Moultrie, Ga. (902) 


S & S PRODUCTS, INC., Lima, Ohio (1013-1015) 

BENJAMIN FRANKLIN 

Representatives: Burrell Biddinger: F. L. Kelly: Mrs. 

Maria S. Schilling; H. L. Gebert; Robert Brown; George 
O'Neil 


SALIENT FLAVORING CORP., NEW YORK CITY (636) 
BENJAMIN FRANKLIN 
Representatives: H. Jackness; J. Greenberg; N. R. Jack- 
ness; M. C. Levy 


SELLERS INJECTOR CORPORATION, Philadelphia, Pa. 
(133) 
Representatives: Victor F. Sheronas; William Sellers; 
R. A. Reitz; I. P. Pedrick; T. Haering 


C.O. & W.D. SETHNESS CO., Chicago, Ill. (709-711) 
Representatives: W. D. Sethness; C. O. Sethness; William 
H. Sethness; W. C. Drake; E. L. Fontany; A. E. Hager 


THE SEVEN-UP COMPANY, St. Louis, Mo. (919 & 923) 

BELLEVUE-STRATFORD 
Representatives: D. J. O'Connell; J. M. Thul; H. C. Grigg; 
H. E. Ridgway: Ben Wells; Dr. B. C. Cole; John D. 
O'Shea; John Tabor: Norman Murray; Herschel G. 
Hogan; H. M. Edenburn; E. J. Cunningham; Wesley K. 
Hill; W. F. Vaughan; William Winter; Robert Simpson; 
Charles Wegner 


SOLVAY PROCESS DIVISION, ALLIED CHEMICAL & DYE 


CORPORATION, New York City (434) 
BENJAMIN FRANKLIN 


Representatives: R. B. Anthony: R. L. Reynold 


SPECIALTY ENGINEERING CO., Philadelphia, Pa. (1017) 
Representatives: L. F. Ashford; E. F. Ashford: Geo. 
Ebling; H. E. Trank 


SPIELMAN COMPANY, INC., Philadelphia, Pa. (1142) 
BENJAMIN FRANKLIN 
Representatives: Irwin A. Parnis; Carl Parker: Joseph 
King: Joseph Segall; Herbert Lee; Alan Schwartz; 
Jesse Casper 
SPRING-A-WAY DISPLAYS, Santa Ana, Calif. (1250) 


THE SQUIRT COMPANY, Van Nuys, Calif. (1158) 
BELLEVUE-STRATFORD 
Representatives: Hugh McKellar; H. B. Bishop; Bill Jay: 
J. M. Keefe; E. L. Lowry; Ed Jones; Billy Albaugh; J. S. 
Felder: A. E. Grounds; T. M. Kirkpatrick; C. P. Hoffman; 
W. L. Huber; J. Latch; R. Welch; J. Woodland 


STANDARD-KNAPP, DIV. OF EMHART MFG. COMPANY, 

Portland, Conn. (1129) SYLVANIA 
Representatives: L. F. Shattuck; L. D. Kniffen; J. H. 
Mosley: K. Holstebro; L. Wimmer; C. Barker; A. J. 
Hetzel; A. L. Johnson; L. E. Leyner; G. E. Bayer; S. W. 
Capper; W. A. Schilling; D. G. Kobick; A. L. Mix 


SUGAR INFORMATION, INC., New York City (337) 
PENN-SHERATON 
Representatives: Neil Kelly; David Quinlan; Margaret 
Zeller 


SUNKIST GROWERS, INC., Ontario, Calif. (932) 
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From any angle... you're ‘way out ahead 
with MISSION! MISSION’S international 
award winning quality* has made it a top 
favorite best-seller for more than 35 years. 


Special MISSION bottles are used inter- 
changeably for the full line of MISSION 
flavors. This means minimum investment 
in bottles and cases, simplified operations 
in the bottling plant, and longer profits from 
every angle. 


Now, for bottlers who want to meet the com- 
petition of cans, MISSION offers a full line 


of the same high quality beverages in cans. 


In cans or bottles, you can count on top 
scoring sales and profits, season after season, 
with the beverages famed as All-American 
favorites for making thirst a pleasure. 





*MISSION, Internationa! 
Award of quality winner 
for past three years 





















MISSION 36} 3 
VISITORS 
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STANDARDIZED 


BOTTLES 
LONG PROFITS 
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If your territory is open, start bottling | 2: 


MISSION now! Write, Phone, Wire: 


MISSION DRY CORPORATION 


Mailing Address: Term. Annex, P O. Box 2477, Los Angeles 54, Calif. 
General Offices & Plant: 5001 South Soto St., Los Angeles 58, California 
Divisional Sales Offices: 105 Hudson St., New York 13, New York 

510 North Dearborn St., Chicago 10, Illinois 
Canadian Distributor: | Mission Orange Canadian, Ltd., 159 Bay St., 
Toronto 1, Ontario 





Bottlers' Service Club of Illinois 
YOUR DRINKS : Elects Officers and Directors 


Za 

In addition to the election of new officers for the 

Me : Bottlers’ Service Club of Illinois, a group of new 

0 Ae " Mtitth, SS directors was also elected. New directors include 
24 ; q = past president Harold Verburg, Art Netter, Justin 


Pulver and William Sethness. 
1» — Established to increase and promote interest in 
WHEN THEY’RE DISPLAYED ON ) = 1? == the various activities of the club, a program com- 


mittee was established with instructions to plan 


— ‘i : 3 — ; ~ 
RO m : j EK . a ; Fs . SS activities for monthly meetings. Heading this com- 
-_ . x - 





DISPLAY RACKS 


... AND A FRONTIER RACK IS EASILY, QUICKLY 
RE-LOADED! Designed FOR OUT-IN-FRONT STORE 
LOCATION, HERE'S THE BEST NAME IN RACKS TO 
KEEP YOUR DRINKS WITHIN FINGER-TIP REACH OF 
MILLIONS OF CUSTOMERS! 


SHOW YOUR DRINKS ON FRONTIER RACKS 
AND WATCH SALES GO-GO-GO! 


TRON TER MANUFACTURING CO. —— VISIT OUR BOOTH 402 — CONVENTION 


BOX 13266 DALLAS, TEXAS 
NEW OFFICERS 


New officers and directors were elected at a recent meet- 
ing of the Bottlers’ Service Club of Illinois. From left to 


| == SS = SS SS eS 2S eo a right: Robert Reynolds, United Extract Co., Chicago, 
] Secretary: Erwin Blitzstein, Continental Glass Co., Chi- 


cago, Treasurer; Robert Delaware, W. H. Hutchinson & 
Co., Chicago, president; Ed. Heidelbach, Lamborn & Co., 


91 st An n ive rsa ry Chicago, vice president. 


mittee is Art Netter who has C. O’Rourk, Car! Lind 
of and Roy Proctor as assistants. 
| 


The new Publicity Committee is composed of 
Established 1863 





William Sethness, chairman, Sol Lask, C. Baude 
and Jim Sanford. The Membership Committee will 
be headed by vice president Ed. Heidelbach and 
assisted by Phil Ziff. P. Plum and John Seele. 
The club’s annual outing, held on August 19 at 
the Medinah Country Club at Itasca, Illinois, was 
a huge success with a record breaking attendance. 
The entertainment committee headed by Jim O’Con- 
nor provided an interesting program for the day. 





Continental Can Declares Dividends 


The directors of Coriinental Can Company de- 


You are cordially invited to visit 
us at the ABCB Convention — Booth 1011 


clared a regular quarterly dividend of 75 c per share 
wy, on the common stock payable December 15, 1954 to 
The F BERGHAUSEN CHEMICAL stockholders of record November 24, 1954. The di- 

- 7 rectors also declared a regular quarterly dividend on 
the $3.75 cumulative preferred stock of 93 34 a share 


4538 W. MITCHELL AVE. . payable January 3, 1955, to stockholders of record 





oO, 


CINCINNATI 32 e¢ OHIO December 15, 1954. 
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The Show Goes On 


(Continued from Page 105) 





SUN SPOT COMPANY OF AMERICA, Baltimore, Md. (1019) 
BENJAMIN FRANKLIN 

Representatives: Albert Fine; Hugh S. Black. Jr.; Nelson 
Rosenthal; Gwynne Crocker: Irwin W. Lynch 

SUPERIOR CHEMICALS PRODUCTS, INC., Chicago, Il. 

(437) 

TERRISS DIVISION, CONSOLIDATED SIPHON SUPPLY 

CO., INC., New York City (753) WARWICK 
Representative: L. C. Epstein 

THATCHER GLASS MANUFACTURING COMPANY, INC., 

Elmira, N. Y. (1105) WARWICK 
Representatives: Roy A. Carpenter; W. S. Bazzett: 
A. Milne; T. J. Donohue; N. H. Long: R. G. Madigan; 
A. W. O'Donnell; N. M. Ostazeski; G. W. Peck; R. V. 
Rogers; W. L. Shannon; J. L. Stanley 

TIMMONS METAL PRODUCTS COMPANY, Columbus, 

Ohio (140-1209) ADELPHIA 
Representatives: Kenneth Timmons; Frank C. Timmons; 
Wilson D. Timmons; Carl F. Jagsch 

TRI-CLOVER DIVISION OF LADISH CO., Kenosha, Wisc. 

(338) WARWICK 
Representatives: R. L. Nissen; F. Hinrichs; T LaRose; 
J. Costigan; S. Greenwood; R. J. Powers; F. W. Hin- 
richs; F. Clark; E. Stephenson 

TRU-ADE, INC., Elgin, Ill. (852) 

JOHN BARTRAM AND BELLEVUE-STRATFORD 
Representatives: Wm. H. Cooper, Jr.; Clinton D. Carr; 
Lee C. Ward; Lee A. Woods; John McHugh; C. G. Lott; 
H. F. Lapham; R. L. Dodd; C. M. Ellis; A. C. Gunter; 
A. W. Brown 

TRUE MANUFACTURING COMPANY, St. Louis, Mo. (424) 
BENJAMIN FRANKLIN 
Representatives: Robert J. Trulaske; Frank R. Trulaske; 
Russell Odor; Earl Wilkerson 
S. TWITCHELL COMPANY, Camden, N. J. (931) 
ADELPHIA 
Representatives: Myron J. Hess; Roland W. Dedekind; 
DeWitt W. Phillips 
UNION PRODUCTS COMPANY, INC., Garwood, N. J. (110) 
DRAKE 
Representative; Sanford Treat 
UNION SALES CORPORATION, Div. of Union Starch & 
Refining Co., Columbus, Ind. (1150) WARWICK 
Representatives: E. H. Ham; E. B. Pulse; G. W. Anderson: 
Deryl Foster; Park Gourno; William S. Martin; William 
Marrioit; Jack Clayton 
VENDORLATOR MANUFACTURING COMPANY, Fresno, 
Calif. (405) BENJAMIN FRANKLIN 
Representatives: Howard M. Tripp; Mr. & Mrs. Harry S. 
Childers; Mrs. Howard M. Tripp; James H. Tripp; Elden 
L. Majors; Robert Jordan; John Walsh; Hugh Stacey: Ed 
Brust: Herman Gerber; Mike Sturgeon; Paul Landresse; 
James Purcell; James McKenney 
JAMES VERNOR COMPANY, Detroit, Mich. (727) 
BELLEVUE-STRATFORD 
Representatives: James Vernor Davis; Fred Unger; Har- 
old Walker; Ralph David; Al Lineweaver 
VIRGINIA DARE EXTRACT CO.., INC., Brooklyn, N. Y. (822) 
BENJAMIN FRANKLIN 
Representatives: H. A. Kellerhals; L. E. Smith; H. E. 
Dessender, Sr.; K. G. Stelter; J. C. Hegarty; J. Dobin: 
A. J. Hilderbrandt; J. Duncan; J. McNeil; H. E. Dessender, 
Jr.; G. A. Perella; W. M. Caldwell; H. T. Wilson 
VOLCKENING, INC., Brooklyn, N. Y. (1102) SYLVANIA 


Representatives: Harry G. Volckening; Charles J. Nor- 
wood; James C. Norwood 
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You have a good product. Don’t hide it in a blind container. 
Show it off for all to see in an attractive glass container. 
A product that is out-of-sight is very apt to be out-of-sale 
while the product that is packaged in glass for everyone to 
see and appraise is given the best opportunity to sell itself. 

Brockway Glass Containers with the Perma Label applied 
in a wide choice of color and design is a combination that 
can’t be beat. They show off the product to the very best 


advantage and provide strong identification . . . they are 


made under the most rigid quality control and with suffi- > 


cient structural strength to withstand the rugged require- 
ments of the modern, high-speed bottling line . . . and 
behind every order is the friendly, cooperative Brockway 
organization to provide ready assistance should any pack- 


aging problem arise, 
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COMPANY, INC. 


Brockway, Pennsyivania 


Muskogee, Okla. Lapel, Ind. 





Announcing ACE ALKALI 


In flake form 


The same premium bottle-washing results! 
Still at a practical price! 
But with these NEW ADDED FEATURES... 





flake ACE ALKALI 
The finest bottle-washing compound 


you can use! 


Flake Ack ALKALI does an outstanding bottle- 
washing job because it contains an exclusive com- 
bination of superior materials not found in any 
other bottle-washing compound! As a result, it 
produces faster wetting . . . better penetration 
. .. and a more complete removal of films and 
soils. 

Even with “wholesale bottles” flake ACE ALKALI 
will produce premium results ... and at a practi- 
cal price! 


Drains Quickly, Rinses Clear in Hardest Water! 
Bottles washed in flake AcE ALKALI “come out” 
bright and sparkle like new without specks... 
spots ... streaks or dulling film. 


Keeps Machines Cleaner—Longer! Where other 
cleaners build up deposits on bottle-washing ma- 
chines, flake AcE ALKALI minimizes and practi- 
cally eliminates the formation of scale. 

Flake AcE ALKALI contains an efficient water 
conditioner to prevent the deposition of hardness 
salts on bottles and machine parts. This, and be- 
cause flake AcE ALKALI drains quicker with less 
carry-over, eliminates two of the main causes of 
scale formation. Flake AcE ALKALI even reduces 
scale produced by other cleansers! This anti-scale 
action means spray jets do not clog 
and conveyor belts remain clean. 
With flake AcE ALKALI, clean ma- 
chines stay practically free of scale! 





% DUSTLESS 

% QUICKER DISSOLVING 
% GREATER SOLUBILITY 

% CONSTANT UNIFORMITY 


New flake ACE ALKALI has these 
outstanding physical properties... 


DUSTLESS! 


New flake form AcE ALKALI is practically dustless. 
It is cleaner and safer than mechanically-mixed 


caustic soda products. 


QUICKER DISSOLVING! 


Working solutions can be prepared in half the time! 


HIGHER SOLUBILITY! 

More concentrated solutions can be prepared than 
with powdered or granular materials of similar 
composition. 


CONSTANT UNIFORMITY! 

Each flake contains the correct proportion of all 
ingredients. Completely eliminates possibility of 
segregation of ingredients encountered in mechani- 
cal mixtures. Insures uniform solutions and uniform 
results at all times. 


FREE LITERATURE! Gives additional information on flake 
Ace ALKALI, solution strengths, instructions for use, etc. 
INSPECTION SAMPLE available at no cost or obligation. 
Write to: 


SOLVAY PROCESS DIVISION 


fi med }| ALLIED CHEMICAL & DYE CORPORATION 
Ne ; 61 Broadway, New York 6, N. Y. 
hemical 
} BRANCH SALES OFFICES: 
Boston * Charlotte * Chicago * Cincinnati * Cleveland * Detroit 
Houston * New Orleans * New York * Philadelphia * Pittsburgh 
St. Louis * Syracuse 





Soda Ash © Snowfake® Crystals * Potassium Carbonate * Calcium Chloride »* Sodium 
Bicarbonate * Ammonium Bicarbonate * Cleaning Compounds * Caustic Potash * Sodium 
Nitrite * Ammonium Chioride * Chlorine * Caustic Soda * Monochlorobenzene * Para- 


dichlorobenzene * Chioroform * Ortho-dichlorobenzene * Methylene Chloride * Methyl! Chloride 
Carbon Tetrachloride 
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WALKER-WALLACE, DIVISION OF A.P.V. COMPANY, 
INC., Buffalo, N. Y. (438) BENJAMIN FRANKLIN 
Representatives: G. M. Irving: J. Shanahan: Richard 
Walz; Earl W. Hall 
WARNER-JENKINSON MFG. CO., St. Louis, Mo. (854) 
BENJAMIN FRANKLIN 
Representatives: Ben Wood; W. F. Meyer; G. F. Meyer: 
H. P. Wilson; O. H. Hickel, Jr.; R. Provart; J. P. Young: 
B. Walker: W. Barnhart; F. U. Bennett; Ben Wood: D. K. 
Wright; N. S. Knight; Bill McGrath; James Reardon: 
F. Bolen; N. Burgess; L. Brosch 
WAUKESHA FOUNDRY COMPANY, Waukesha, Wisc. 
(801) WARWICK 
Representatives: Emi! M. Howe; Charles E. Schick: 
G. Fred Colvin; John W. Weaver; Richard R. Watt 
WESTERN FILTER COMPANY, Denver, Colo. (741) 
SYLVANIA 
Representatives: Lance H. Hoop; W. L. Allen, Jr.; V. E. 
Hering; H. Egland 
WESTFIELD SHEET METAL WORKS, INC., Kenilworth, 
N. J. (417) 
Representatives: John A. Kinn; N. B. Trittipoe; Wm. Pus- 
tarfi; Robert C. Hamilton; Robert B. Woodbury 
VAN-AMERINGEN-HAEBLER, INC., New York City (614) 
BENJAMIN FRANKLIN 
Representatives: Edward H. Waner; Dr. J. H. McGlum- 
phy; Williard A. Raisley: Joseph Kochera; Ken Blau- 
velt; Coley T. Brown. 
WHISTLE & VESS BEVERAGES, INC., St. Louis, Mo. (618) 
PENN-SHERWOOD 
Representatives: L. C. Crook: G. R. Ames; William Car- 
roll; W. E. Epstein; A. F. Ernsting: Penn Jones; Dr. M. 
Kruse; William Lavely; A. F. Oberbeck; George Potter: 
L. O. Schneeberger; Sam Sessler 
THE WHITE MOTOR COMPANY, Cleveland, Ohio (1137) 
WARWICK 
Representatives: H. R. (Dick) Stickel; R. F. Black: J. N. 
Bauman; W. L. Henry; H. D. Weller; C. B. Cowan: E. F. 
Hobbins; P. E. Tobin; H. P. Starbird; C. S. Hale; H. O. 
Staehling; D. L. White; Norman Eisele: G. M. Van- 
Hoesen 
WHITE ROCK CORP., Brooklyn, N. Y. (424) ADELPHIA 
Representatives: Alfred Y. Morgan; Sal So!tile: John 
McGinty: W. C. Keeley: John Reynolds; T. P. Fajardo; 
Mack Randall 
WHITTLE & MUTCH, INC., Philadelphia, Pa. (1037-1041) 
Representatives: Harold Mutch; John C. Mutch; Joseph E. 
Carroll; Richard P. Bansen; John C. Mutch, Jr. 
THE WOODSTOCK MFG. CO., INC., Charleston, S. C. 
(1035) BENJAMIN FRANKLIN 
Representatives: G. P. Thorne; T. J. Thorne 
WORKSAVER BODY COMPANY, Cleveland, Ohio (246) 
BENJAMIN FRANKLIN 
Representatives: Jack Benaroya; Hi Cobb: Lee Pete; 
Jim Washam 
WYANDOTTE CHEMICALS CORP., Wyandotte, Mich. (831) 
Representatives: Lee Minor; W. P. Cornwell; W. C. 
VanKeuren; C. J. Hylands; Morgan J. Canniff 
THE YALE & TOWNE MANUFACTURING CO., Philadel- 
Phia, Pa. (1209) WARWICK 
Representatives: Newcombe C. Baker: Carleton P. 
Adams; James H. W. Conklin; J. J. Murray; G. A. Vining: 
R. H. Marsh; T. F. Moriarity; R. L. Higgins; G. K. Gif- 
fault; T. S. Callowhill; Edward Campbell; David H. Cope: 
A. S. Gleason; L. E. Johnson; C. E. Lane; J. K. Redding; 
H. M. White; R. H. Wilson 
YUNDT-BOTTLEMATIC CORP., Cincinnati, Ohio (826) 
BENJAMIN FRANKLIN 
Representatives: i. J. McHugh; P. F. Connelly: Eliot 
Connor: E. J. Humphrey; Bryce Beard: Chris Fiske: 
Norman Hackstaff; Larry Taylor 
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» I No More Bottles! °° 92° oo WD eat 
= ° ore BOCtIes PATOTAHE FR THER SO ‘hg LL ND) 
Alabama retailer makes an ) . \ 
experiment with cans | 0 . 

“1 | 3 
Br? ~ ae ‘ 
9: ROBABLY the first retailer in the United States 0 5 > 
K. to completely discontinue the sale of bottled car- OY ) 
n: bonated beverages in favor of cans is Oakdale Ice ©) SD | O 

& Fuel Co., 900 South Broad Street, Mobile, Ala. S 
“s The firm operates a 24-hour, 7-day ice house, and ° 
i: also sells carbonated beverages, beer, fishing tackle % ; 

and related items from its street-side location. 

Formerly handling the products of all nine bot- 

4 tlers in the Mobile area, the Oakdale firm had long | i 
F been complaining about the amount of work neces- ° 
9 sary to handle and sort empties, and had adopted . 

a practice of issuing an identification card with a | he 
S- every sale so that it would not have to refund on , & 

f bottles purchased from other retailers. 

N At the beginning of summer, 1954, when C&C is OUR BUSI NESS: i 
. cans became available through a broker in Mobile, 


1- all bottle stocks were discontinued. A spokesman 
for the company reports that about 150 cases of 











; i canned beverages are sold per week—‘‘about the 
same volume as we sold of bottles”—but NBG check- Yes. carbonatién is our business, too. In fact, we have been 
. ups with Mobile bottlers indicate that the bottle 
qi volume must have been twice as large. Q helping bottlers solve carbonation problems since 
) before the turn of the century. Pureco COs, 
K , 
. ‘ ‘ 66 , 199 ‘ 
as bulk liquid, “DRY-ICE” or cylinder gas provides 
. 

bottlers best carbonation for their beverages. Consult us 
' for the Carboflex system best suited to your needs. 
1 
See our Exhibit 


Booths 1029-1031 
CONVENTION HALL, PHILADELPHIA 


November 15-18, 1954 
International Soft Drink 


“We are very much satisfied with the cans,” the 
spokesman asserted. “We don’t have to use any 
$1.12-an-hour labor to handle bottles! They told us 
we couldn’t get along without Coke, but we seem 





to be doing all right.” 

It is reported that few sales are lost, though some 
customers are admitted to go elsewhere when no 
bottles are found at Oakdale. A good volume of 
repeat business is also claimed. 

Oakdale pays $1.96 per case of 24 cans; has also 
gotten a 5c-per-case “display allowance.’ The cans 
are sold at 10c straight cold, or at $2.30 per case 
warm. The average customer is reported to buy 
either 6 or 12 cans, usually in assorted flavors. 

The Coca-Cola coolers seen on the platform in 
accompanying picture are packed with ice and cans. 





Industry Exposition 





carboflex Pure Carbonie Company 


NATION-WIDE “DRY-ICE" SERVICE-DISTRIBUTING STATIONS IN PRINCIPAL CITIES 





GENERAL OFFICES: 60 EAST 42ND STREET, NEW YORK 17, NEW YORK 


PURE CARBONIC COMPANY is a division of AIR REDUCTION COMPANY, INCORPORATED Principal products of other divisions include: AIRCO 
“Thev’re - coolers.” said the salesm: Juty industrial gases, welding and cutting equipment and acetylenic chemicals OHIO — medical gases and hospital equipment NATIONAL 
eyre our coolers, Sal¢ e salesman on auty. CARBIDE — pipeline acetylene and calcium carbide COLTON CHEMICAL COMPANY polyvinyl acetates, alcohols and other synthetic resins. 
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SEE THE 


HERMANS 


AT THE 
A.B. C.B. 
CONVENTION 
Booth 1119 














There is a HERMAN BOTTLERS’ BODY 
for every type of operation 


The HERMAN BOTTLERS'’ Delivery Body is built specifically for the delivery of beverages 
whether it’s pallet loaded or hand loaded. The HERMAN BOTTLERS’ Body speeds up 
loading and unloading operations, reduces driver fatigue, increases efficiency, and is a 
“Rolling Billboard” designed to advertise your product and your company. The HERMAN 
BOTTLERS’ Body is available in all possible sizes and styles to meet your particular 


requirements. 


The chassis frame is dropped in front of and behind the rear wheels ap- 








proximately 12 inches. This lowers the load space to approximately 
20 inches from the ground. 
ADVANTAGES: Much greater load capacity—pallet loads 7 cases high 











... hand loads 8 cases high. Convenient LOW loading height eliminates 
scrambling up and down for cases. Idea! for operation that is hand loading 











now, but will palletize later. 


The floor of the body—the load space—is dropped in front of and behind 
the rear wheels. In this way most of the load is brought approximately 8” 
lower than on a straight frame body. Chassis frame is not dropped. The 
“DUBL-DROP" load is approximately 34 inches from the ground. 


ADVANTAGES: Normal capacity—pallet loads 5 cases high. 











The entire load is up over the wheels. Chassis frame or body is not 
lowered. Load space is approximately 42 inches from ground. 


ADVANTAGES: Normal Load Capacity —pallet loads 4 cases high. 
Ideal for high loading docks. 


Write, wire or phone us collect for complete specifications and details. FRanklin 1-5300 





HERMAN BODY co. ro Celeomae basel me. as ST. LOUIS 10, MO. 


A Half-Century of 
Bottling Soft Drinks 


Kirsch Beverages marks second half of 
centennial with continued growth of its 
sugar-free No-Cal beverage . . . girth- 
conscious public has helped bottler gain 
international prominence. 


JO woue-centuny of bottling of soft-drinks will be 
completed this year by Kirsch Beverages, Inc. of 
Brooklyn, New York. As it embarks on the second 
half of its centennial period, the company can exam- 
ine with considerable interest the effect it has had 
on the industry since it first created its fast-selling, 
sugar-free No-Cal beverage. 

First to create and merchandise in huge volume 
the non-caloric soft drink, Morris Kirsch, president 
of the 50-year-old Kirsch Beverage firm, has un- 
disputedly taken the lead with his soft drink in 
making beverage consumers diet-conscious. Three 
years ago when Kirsch cautiously introduced No- 
Cal in one Ginger Ale flavor there was much scoff- 
ing by the know-it-alls in the industry. While feeling 
that there was a definite consumer need for such 
sugar-free drinks, Kirsch was not prepared for the 
wide acceptance that met this beverage innovation. 

Subsequently five additional flavors were added 


Morris Kirsch (left) president of Kirsch Beverages, Inc., 
and his father, Hyman Kirsch, founder of the firm, look 
over their newest product, sugar-free and salt-free NO- 
CAL beverage. 
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to the No-Cal line . . . they now consist of Ginger, 
Cream Soda, Root Beer, Black Cherry and Lemon. 
A salt-free club soda was also placed on the market 
under the famous Kirsch No-Cal label. This latter 
product has had widespread consumer acceptance 
as reflected in the skyrocketing sales. 


CANADA 


Canada Dry Plants all over the country have used World 
Rotary Labelers for years. That is why they are quick to 
recognize the advantages of the WORLD Tandem Labeler. 








— its capacity to handle full bottling line production, from | = Body and neck 
75 per minute to 350 or more per minute (the latter be | ; labels on 7, 12 and 
requiring only one operator and one 5-unit Tandem). Extra . 28 oz. Canada Dry 
Tandem units are economically added as production increases. ‘nde bottles are neatly, 
firmly and precisely 
applied by the WORLD 
Tandem Labeler. 


— its flexibility. The Tandem applies body labels, neck 
labels, and foil if desired. Continuous bottling line production 
Dr. S. S. Epstein, vice president and chief chemist of the is assured — one Tandem unit may be stopped and the 


company, who helped develop the sugar-free non-caloric its will take the full load. 
formula for the manufacture of the popular NO-CAL line other units ppenibencdens . 


of soft drinks produced by Kirsch. — its dependable performance — Canada Dry knows from 
past experience that WORLD Labelers can be relied upon day 
in and day out, year after year. 





Ask us to give you the facts and figures on the last word in 
automatic, high production beverage bottling labeling 
— the WORLD Tandem Labeler. 


RS VISIT BOOTH 1218 





ee A.B.C.B. Convention-Exhibition 


Ww PHILADELPHIA — NOV. 15-18 








Lae 
ECONOMIC MACHINERY COMPANY 


60 FREMONT STREET 
WORCESTER 3, MASSACHUSETTS 


DIVISION OF GEO. J. MEYER MANUFACTURING CO. 
CUDAHY, WISCONSIN, U. S.A. 


A view of the NO-CAL filling operation at the Kirsch 
Beverages plant in Brooklyn, N. Y. | On display at 


Booth 1218, ABCB Show 


is another World 

area of New York, New Jersey and Connecticut, 4-Unit Tandem Labeler 

headed for the Maspeth, L. I. plant 
of Canada Dry Ginger Ale, Inc. 








Firmly established in the Greater metropolitan 


the company is rapidly setting up franchises 
throughout the nation and Canada. Two new No-Cal 
bottling plants were recently opened in Canada by 
Harold F. Ritchie Co. Ltd. of Toronto in a franchise 
agreement with Kirsch Beverages. 

Franchises already have been awarded for Cali- 
fornia, Virginia, Florida, Upper New York State, 
and the New England area. In addition overseas 
points are beginning to import No-Cal beverages 
which have become another traditional American 


product. Romantic islands like Bermuda, Nassau a World Four - Unit 
Be Tandem Labelers 

pan = ‘ : like this are al- 
native concoctions, are becoming regular listings on . ie i |} ready on the job 
oa ‘ ee : ii at the Ozone Park, 

' ; : ee ; - N. Y., Pittsburgh, 

In its Golden Jubilee Year, Mr. Kirsch has an- : * meagee 3 Pa., and Maywood, 
: Ill. bottling plants 

of CANADA DRY 


and Bahamas, which are famed for their own 








the Kirsch shipping manifest. 
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One Float, 
Six Beauties: 


An Audience of a Million 


Zt s do most other bottlers, Glaser Beverages, 
Seattle, Wash., has consistently used all the usual 
forms of advertising and promotion to reach the 
consuming public for its two franchised products— 
7-Up and Pepsi-Cola. It has done well, too, as shown 
by its steady sales increases. 

This year, however, the company wanted to do 
something different, and its advertising department, 
headed by Jack Boyd, conceived the idea that a float 
featuring one of the brands—7-Up—could be used 





to advantage in the many fairs and special events 
scheduled during the summer months in the city 
and surrounding area. The picture below shows the 
completed project, but not the effects it achieved 
in a few months. 














Entered in 16 different events, it was viewed by 
an estimated 700,000 people, plus a television audi- 
ence of 200,000 more. It was entered in such out- 
standing community affairs as the Grand Seattle 
Seafair Parade. The bathing beauties on the float 
were always local girls, including several who repre- 
sented a specific organization in the city or area. 
Two of the swim-suited girls rode in the center of 











Here is one more way to get raspberry extract 
according to cartoonist Rube Goldberg. 
BUT...many flavor manufacturers prefer to use 


Kohnstamm’s extra concentrated 
500 pounds of crushed ice, while the other four were 
ATLAS True Fruit Raspberry Extracts, black, red or special blends. dressed for skiing, golf, tennis and ice skating, to 
convey the idea that 7-Up was good for any occa- 
sion. 

From June until early September, the float was 
entered in 16 parades, creating much good will. It 
even won four first awards, three thirds and several 
special mentions. As a promotional activity, Owner 
Paul F. Glaser considers it of special merit. 


FIRST PRODUCERS OF CERTIFIED COLORS 


OGHRSGTANMNM ¢ COMPANY Enc. 


ESTABLISHED 18651 


89 PARK PLACE. NEW YORK 7 + 11-13 E. ILLINOIS ST., CHICAGO 11 + 4735 DISTRICT BLVD., LOS ANGELES 11 
BRANCHES IN OTHER PRINCIPAL CITIES OF THE U.S.A. AND THROUGHOUT THE WORLD 
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State Regulations on 


DIETETIC BEVERAGES 


Where You Can — 
Or Can't — Make Them 


State, laws, regulations and administrative 


interpretations 


covering use of artifical 


sweeteners in soft drinks 


q. IS not intended that this compila- 
tion be considered as final or com- 
plete, because of constantly changing 
situations. It is, however, currently 
up-to-date. In every case where it is 
desired to market a Sucaryl-sweetened 
food or beverage, the entire food and 
drug law should be consulted as well 
as any administrative rulings or regu- 
lations pertaining to the problem. This 
summary purports only to give some 
indication as to whether artificial 
sweeteners, especially Sucaryl, are per- 
mitted to be used in dietary foods and 
beverages. In every case where the sale 
of such products is contemplated, 
labeling requirements and all other 
requirements of the law in question 
should be complied with, preferably 
by receiving specific approval for the 
product in question and for its label- 
ing from the particular State official 
in charge of the food and drug law in 
question. It is suggested that the serv- 
ices of an attorney be procured before 
the marketing of any dietary food or 
beverage takes place. 

This summary does not attempt to 
note the various particular statutory 
or administrative provisions which fix 
standards of identity for certain foods 
and beverages. Noncompliance with 
such standards would, of course, con- 
stitute a violation of law. If, for in- 
stance, a particular standard has been 
established for a specific beverage and 


this standard includes sugar as an in- 


gredient, it would be illegal to market 
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an artificially sweetened drink. 
Whether a standard has been fixed in 
a particular state for a given product 
is a question not answered here, for 
this compilation only concerns those 
foods for which no standards have 
been set. Nor does this summary deal 
with particular exceptions to the vari- 
ous state laws which may exist with 
reference to certain special foods such 
as confectioneries, ice cream, etc. 

The word “food” as used herein re- 
fers generally to solid foods, the word 
“beverage” being used to refer to non- 
alcoholic beverages. In all cases the 
terms foods and beverages refer only 
to foods and beverages designed espe- 
cially for dietary purposes, i.e., for 
those who must restrict their intake 
of calories. 


1. Alabama. Artificial sweeteners 
are prohibited in beverages. (Title 2, 
$313 of Agriculture Laws.) However, 
a letter from the Department of Agri- 
culture and Industries, dated Septem- 
ber 8, 1953, notes that: 


“We do not have the same specific 
law in regard to solid foods as we 
do in the case of soft drinks, but 
since no provision is made for the 
addition of nonnutritive sweeteners 
in any food, I would say that if such 
sweeteners are added, then the 
product would have to be labeled an 
‘Imitation’ and all the ingredients 
in order of their predominance be 















A REAL 


FRANCHISE 


Bottlers everywhere 
are reporting that 
JUNE KOLA is going 


over the top. 


Yes, KOLA in quarts, 
but it must be a good 
kola and JUNE KOLA 
is the finest money 
can buy. 


Write today about 
JUNE KOLA in quarts, 


12 oz. and 7 oz. 
bottles. This is a real 
Franchise Drink. 


Send one dollar and 


receive one gallon of 


JUNE KOLA for trial. 


JUNE KOLA COMPANY 
779 Hazle Street, Wilkes-Barre, Pa. 













ACME BEVERAGE CO., WILKES BARRE.PA. 





The Perfect Combination 
to open the door for 

















Don't be locked out when there's a way open for you to get off- 
season sales. Set up a sure-fire combination. Get Theonett Ginger 
Ale and Theonett White Soda — open the door to bigger sales 
and more profits. 


Theonett Ginger Ale comes in several types. Our No. 224 
Topsy Pale Dry, 4-0z. type, is rich in ginger and made from the 
best raw materials available. Our Theonett No. 309 is a 2-0z. type 
and so is No. 317, but the latter has 
a more gingery flavor. 


Theonett White Soda is a spark- 
ling holiday mixer. There's No. 
228 clear, alcoholic, |-oz. lemon. 

A |-oz. lemon-lime product No. 
298, and a NEW lemon-lime 
with salts (this item comes in 

units of 2 gallons each) No. 

176. 


Send in for a trial order 
—you ll see the difference 


in -quality. 


330 .N. Ashland Ave., Chicago 7, 


For 64 Years Makers of Fine Flavor Bases and Extracts 


stated immediately following the 
name of the imitated food.” 


2. Arizona. There are no state laws 
concerning the use of Sucaryl in foods 
and beverages. Letter from the Secre- 
tary of State, dated September 23, 
1953. It is assumed, therefore, that 
compliance with the federal law will 
be sufficient. 

Arkansas. As regards the use of 
Sucaryl in foods, the Board of Health 
wrote on September 9, 1953: 

“We believe that ‘Sucaryl’ might 
be legally used in such foods if prop- 
erly labeled and sold for special 
dietary uses. We feel that proper 
labeling alone may not be sufficient 
to properly advise the consuming 
public of the nature of such prod- 
ucts, and that it will be necessary 
to take such precautions in the dis- 
playing and selling of such items.” 

The Food and Drug Division considers 
the prohibition against saccharin in 
beverages to include Sucary!; however, 
a revision of this prohibition is con- 
templated in the indefinite future. 

4. California. Although §$26472 (i) 
of the Pure Food Act deems the use 
of saccharin in foods and beverages 
an adulteration, nonnutritive sweeten- 
ers are permitted by a regulation if 
used in dietary foods and beverages. 
Letter from Department of Public 
Health dated September 25, 1953. 

5. Colorado. The Department of 
Public Health notes that there is no 
regulation governing the use of Su- 
caryl in solid foods. Letter dated Sep- 
tember 8, 1953. There is some indica- 
tion that a new regulation will be 
passed which will permit Sucaryl in 
dietary foods and beverages. 

6. Connecticut. Sodium cyclamate 
(Sucaryl), saccharin, and other arti- 
ficial sweetening agents approved by 
the Commissioner of Foods and Drugs 
are permitted. A nonalcoholic beverage 
license, together with a special permit 
for bottling artificially sweetened bev- 
erages, must be obtained from the 
Food and Drug Commission. (§189-2- 
3-4 & 5 of Food and Drug Laws.) 

7. Delaware. A recently passed Dela- 
ware law reads as follows: 

“Except for the use of sorbitol, 
sucryl, mannitol or calcium cycla- 
mate in soft drinks sold to diabetics, 


the use of saccharine, dulcin, glucin 
and other artificial sweeteners is 
prohibited. Bottles containing su- 
cryl and calcium cyclamate must 
have a label bearing the following 
words—‘Caution—over use of this 
product may cause diarrhea.’ ” 
At present artificial sweeteners are 
prohibited in foods, but the matter of 
dietary foods is presently being re- 
considered by the Board of Health. 


8. Florida. Recent legislation, al- 
though restrictive regarding the sell- 
ing of artificial sweeteners as such, is 
intended to permit the use of artificial 
sweeteners in foods and beverages if 
the products are labeled in accord- 
ance with administrative regulations. 
(Amendment of §$500.25 and .26 of 
Food and Drug Laws, and Regulation 
9 issued pursuant thereto.) 


9. Georgia. Information available 
indicates that Sucaryl-sweetened bev- 
erages are permitted, but that some 
question exists as to whether Sucaryl- 
sweetened foods will be permitted by 
the Department of Agriculture. 

10. Idaho. It appears that Sucaryl 
will be permitted in foods and bever- 
ages if the federal act is complied 
with. Letter dated September 16, 1953, 
from the Department of Health. 


11. Jllinois. The law specifically re- 
fers to saccharin and the Department 
of Agriculture classifies Sucaryl in the 
same manner that it does saccharin. 
Foods and Beverages sweetened with 
these products are permitted. (Ex- 
tracts from Illinois Food Law (1949), 
Division of Foods and Dairies of the 
Department of Agriculture.) 


12. Indiana. Artificial sweeteners 
may be used in dietary foods and bev- 
erages according to the Board of 
Health if they are displayed along with 
other dietary foods and not inter- 
mingled with other products offered 
to the general public. Letter from the 
Board of Health dated September 4, 


1953. 


13. Jowa. Artificial sweetening 
agents such as Sucaryl, which have 
been approved by the Department of 
Agriculture, are permitted to be used 
in foods and beverages. (§190.3(5) of 
Pure Food Law, as amended on April 
29, 1953.) 
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14. Kansas. Although the Board of 
Health considers the use of artificial 
sweeteners in lieu of sugar as an 
adulteration if they are contained in 
articles marketed as normal foods, spe- 
cial dietary foods and beverages, sold 
as such, and having adequate infor- 
mational labeling, may contain non- 
toxic sweeteners. (Letter from Board 
of Health dated October 15, 1952.) 

15. Kentucky. The _ prohibition 
against artificial sweeteners was re- 
pealed. Labels for dietary products 
must be filed with the Department of 
Health. Letter from Department of 
Health dated September 29, 1953. 

16. Louisiana. Harmless nonnutri- 
tive artificial sweetening agents are 
permitted in foods and beverages if 
distributed and labeled in accordance 
with the Federal Food, Drug and Cos- 
metic Act and with the state adminis- 
trative regulations. ($4(j) and (k) of 
Food and Drug Act. 

17. Maine. A new amendment to the 
Food and Drug Law permits the use 
of artificial sweeteners in foods and 
beverages. (Chap. 27 §270 of R.S.) 


18. Maryland. As a result of fairly 


recent litigation, Sucaryl-sweetened 
beverages are permitted. The Division 
of Food Control of the Department of 
Health indicates that artificially sweet- 
ened foods will also be permitted. 
(Letter dated September 1, 1953, re- 
ferring to Article 43, §168 of the 
Food Law.) 

19. Massachusetts. A recent De- 
partment of Public Health regulation, 
effective May 26, 1953, permits arti- 
ficial sweeteners to be used in most 
foods and beverages. 

20. Michigan. Artificial sweetening 
agents are generally permitted in 
foods and beverages if compliance is 
had with the federal act. (Act No. 165 
of Public Acts of 1943; Act No. 64 
of Public Acts of 1913; and letters 
from the Department of Agriculture 
dated September 2 and 3, 1953.) 

21. Minnesota. Saccharin, sulfamate 
(Sucaryl) or other artificial sweeten- 
ers approved by the Commissioner of 
Agriculture is permitted. It is under- 
stood that Sucaryl-sweetened bever- 
ages are now being sold in Minnesota. 
(Chap. 323, laws of 1953, [Senate Bill 
990].) 





22. Mississippi. The State Chemical 
Laboratory notes that an ancient food 
law prohibits all artificial sweeteners. 


23. Missouri. Sucaryl may be used 
in foods if care is used in following 
labeling requirements. But the Divi- 
sion of Health in a letter dated Sep- 
tember 15, 1953, writes: 

“We would like to point out that 

the special dietary nature of the 

article is such that the distribution 
should be limited to drug stores, 
stores devoted to the handling of 
special dietary foods, or to depart- 
ment stores or other types of outlets 
having a section devoted to foods for 
special dietary uses.” 
Sucaryl is also permitted in bever- 
ages. However, the Division of Health 
indicates that labeling alone may not 
be enough to insure that the special 
dietary nature of the product is read- 
ily apparent to prospective purchasers. 
Hence, the Division should be espe- 
cially consulted as to the marketing of 
Sucaryl-sweetened products. (Letter 
from Division of Health dated Septem- 
ber 23, 1953.) 

24. Montana. Although §2597 of the 
Revised Code prohibits saccharin in 
foods and beverages, regulation 103 
construes this section so that if sac- 
charin is in foods or drugs for thera- 
peutic purposes the products could be 
sold as being in the nature of drugs. 
It is assumed that regulation 103 was 
passed to permit the sale of special 
dietary foods. Artificial sweeteners 
other than saccharin are apparently 
governed by §2579 which considers a 
food adulterated if a substance has 
been mixed with it so as to reduce its 
quality or strength, if a substance has 
been wholly or in part substituted for 
the food, and if a valuable constituent 
has been abstracted from it. (Letter 
from Board of Health dated Septem- 
ber 16, 1953.) It is believed that sac- 
charin and Sucaryl should be given 
equal treatment. 

25. Nebraska. Artificial sweeting 
agents are permitted in “special bev- 
erages” but must be “properly la- 
beled.” (Regulation 2 regarding soft 
drinks. ) 


26. Nevada. Dietary foods and bev- 
erages may contain artificial sweeten- 
ing agents when labeled in accordance 








A STAR IS BORN 


In the soft drink business this happens once in a blue moon. 
Besides, when a star is born how do you recognize it as such? 

Guided by our 50-odd years of experience, first we asked 
ourselves a number of questions. 

Will there be general consumer acceptance of its flavor? 

Is the name promptly and pleasantly associated with soft 
drinks? 

Does the name have appetite appeal? Is it easy to remember? 

Does the package have impulse-buying appeal? 

Is the size right? 

Is the price right? 

And so on. 


After answering all these questions and many more in the 
affirmative, we ran a test campaign backed by aggressive pro- 
motion. We spent our own money. We took a calculated risk 
with our own capital. 


After months of incubation the star stepped out and onto 
our desk top in the form of black figures on a white sheet. We 
studied its profile. We analyzed it. And here’s what it re- 
vealed: 


The drink had 83 per cent distribution. 

Its repeat sales could put to shame some of the long estab- 
lished flavors in the market. 

Above all we had a drink that definitely responded to pro- 
motion. 

Then, and only then, we knew we had a star, 


So, that’s the news of the day. We have a star. We have 
Lively Limes. You, as a franchise bottler, may find it mighty 
interesting. 


If you sense a note of enthusiasm in our message, please 
don’t be critical. After 50-odd years in the soft drink business, 
we are well protected by a practical wall of skepticism against 
the flash-in-the-pan type of ideas; but we’re still flushed with 
the thrill of fathering our new star—Lively Limes. 





You may want to know more about Lively Limes. This is 
an open invitation to one and all to stop at our booth, #744, 
during the coming A.B.C.B. Convention in Philadelphia, Pa. 


One warning . . . come with a large store of “negatives”. 
Our enthusiasm is so contagious that you may get sold. 
Pannill Martin, Pres. 


CLOVERDALE SPRING COMPANY 


(Advertisement) 
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2414 S. MICHIGAN AVE., CHICAGO 16, ILL. 





THE REGULATIONS AT A GLANCE 


(Refer to text for complete details) 





Permitted 


Prohibited 


Required 
Dietary Use 
Only 





Proper Labeling 





ALABAMA 
ARIZONA 
ARKANSAS 
CALIFORNIA 
COLORADO 
CONNECTICUT 


DELAWARE 


DIST. OF COLUMBIA 
FLORIDA 
GEORGIA 

IDAHO 

ILLINOIS 
INDIANA 

IOWA 

KANSAS 
KENTUCKY 
LOUISIANA 
MAINE 
MARYLAND 
MASSACHUSETTS 
MICHIGAN 
MINNESOTA 
MISSISSIPPI 
MISSOURI 
MONTANA 
NEBRASKA 
NEVADA 

NEW HAMPSHIRE 
NEW JERSEY 
NEW MEXICO 
NEW YORK 
NORTH CAROLINA 
NORTH DAKOTA 
OHIO 
OKLAHOMA 
OREGON 
PENNSYLVANIA 
RHODE ISLAND 
SOUTH CAROLINA 
SOUTH DAKOTA 
TENNESSEE 
TEXAS 

UTAH 

VERMONT 
VIRGINIA 
WASHINGTON 
WEST VIRGINIA 
WISCONSIN 
WYOMING 


*Recent court decision 
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ter from Commissioner of Food and 
Drug Administration, dated Septem- 
ber 3, 1953.) 

27. New Hampshire. Harmless arti- 
ficial sweeteners are permitted in die- 
tary foods and beverages. (Letter from 
Department of Health dated August 
31, 1953.) 

28. New Jersey. It is likely that 
Sucaryl-sweetened foods will be per- 
mitted. (§24:5-8 et seq. of Food, Drug 
and Cosmetic Laws.) Section 24:12-2, 
however, expressly prohibits saccharin 
to be used in beverages, and conse- 
quently, the status of Sucaryl-sweet- 
ened beverages is uncertain. It is 
understood, however, that Sucaryl- 
sweetened beverages are being sold. 

29. New Mewico. Special dietary 
foods and beverages are permitted. 
(Chap. 169 of the laws of 1951, 
$§10(b) (1), 10(c), and 11(j).) 

30. New York. Saccharin is ex- 
pressly prohibited in beverages, but 
the Director of the State Food Lab- 
oratory, by letter dated October 14, 
1952, expresses the following under- 
standing: “When synthetic sweeten- 
ing agents are used in foods, exclusive 
of saccharin, as indicated above, my 
understanding is that the Department 
will follow insofar as practical the 
policies adopted by the Federal Food 
and Drug Administration for the la- 
beling of items for special dietary 
use.” 

In foods, as distinguished from bev- 
erages, al. artificial sweeteners are 
apparently permitted. As with other 
states, particular foods for which 
standards have been fixed must con- 
tain no ingredients other than those 
specified in such standards. It is under- 
stood that Sucaryl-sweetened products 
are being sold in New York. 

31. North Carolina. Artificial sweet- 
ers are prohibited in beverages, yet 
they will be permitted in dietary foods 
if clearly labeled to eliminate all pos- 
sibility of confusion with ordinary 
food products. Artificial sweeteners 
would be prohibited in foods of the 
type extensively served in public din- 
ing rooms. In the view of the Depart- 
Agriculture, restaurant 
patrons would have little opportunity 


ment of 


of knowing whether or not they were 
receiving artificially sweetened foods. 


with food and drug regulations. (Let- 





Jellies and preserves are considered to 
fall into this classification of foods. 
(Chap. 9, Article 1, paragraph 1-6, 
Department of Agriculture; letter 
from Department dated September 10, 
1953.) It is understood that Sucaryl- 
sweetened products are being sold in 
North Carolina. 

32. North Dakota. Sucryl is per- 
mitted in foods and beverages if the 
federal act is complied with. (Letters 
from State Laboratories Department 
dated September 9 and 22, 1953.) 


33. Ohio. Artificial sweeteners are 
permitted in foods, but in compliance 
with Section 1177-12 of the General 
Code such foods must be labeled in ac- 
cordance with Section 125.07, of Chap- 
ter 1, of title 21, of the Federal Food, 
Drug and Cosmetic Act. However, sac- 
charin is prohibited in beverages and, 
consequently, the status of Sucary! for 
beverages is doubtful. Amended regu- 
lation 8, §1089-19(f) of the State Food 
and Drug Law, effective August 10, 
1946. 

34. Oklahoma. Sucaryl is permitted 
in foods and beverages if compliance 
with Federal Law is had. 

35. Oregon. Sucary] is permitted to 
be used in foods and beverages if, 
of course, properly labeled. (Letters 
from Department of Agriculture dated 
August 31 and September 22, 1953.) 

36. Pennsylvania. A recent court 
decision, which is now subject to an 
appeal, holds that Sucaryl may be used 
in both foods and beverages and de- 
clares the previous law unconstitu- 
tional. 

37. Rhode Island. Artificial sweet- 
eners are prohibited in beverages. 
(General Laws, 1923, Chap. 168, $17.) 
Sucaryl-sweetened beverages, however, 
are being sold. 

It is unknown whether the Depart- 
ment of Health will permit Sucaryl to 
be used in dietary foods. 

38. South Carolina. The Federal 
Food and Drug Law is followed re- 
garding the use of artificial sweeten- 
ers. (Letter from Board of Health.) 

39. South Dakota. No information 
is available. 

40. Tennessee. Artificial sweetening 
agents are permitted in foods and 
beverages. Letter from Department 
of Agriculture dated August 31, 1953. 









welcome travelers 
for leading 
bottlers 










Gaylord carriers 





make more round trips 


9 thanks to PATENTED Fibre Board 


When you consider the cost of carriers in terms of trips made, 
| you'll understand why so many important bottlers use 
| Gaylord Carriers exclusively. 


Gaylord Carriers are exceedingly durable . .. maintain neat 
selling appearance over many round trips. Because of the 
Patented* features of Gaylord Solid Fibre Board, these carriers 
| have unusually high wet strength... are scuff-resistant 

to keep printed surfaces handsome longer. 


High-quality Gaylord Carriers will be welcome travelers at your 
bottling plant. Order from your nearby Gaylord sales office. 


Gaylord Container Corporation 
General Offices: Saint Louis 
Sales Offices: Coast-to-Coast 


*U. S. Patent: 2601114 
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FRANCHISE 
INQUIRIES 
FOR OPEN 
TERRITORIES 
INVITED 


3 BOTTLE SIZES 


NESBITT FRUIT PRODUCTS, INC. 


2946 East 11th Street 
Los Angeles 23, California 





41. Texas. Administrative regula- 
tion now permits nonnutritive sweet- 
eners to be used in dietary foods and 
beverages. 


42. Utah. Artificial sweetening 
agents are forbidden in foods and 
beverages. (Utah Code Anno., 1953, 
§4-20-8.) 


43. Vermont. Sucaryl will probably 
be permitted in foods and beverages 
since Vermont usually follows the fed- 
eral law. Letter from Department of 
Health dated August 31, 1953. 


44. Virginia. Artificial sweetening 
agents would probably be permitted in 
foods. (§3-316(j) of the Food Law, 
and letter from the Department of 
Agriculture dated September 1, 1953.) 
Artificial sweetening agents, such as 
Sucaryl, are permitted in beverages 
as per recent Rule 9 under food and 
drug law. 


45. Washington. The present policy 
of the Department of Agriculture is to 
permit artificial sweetening agents in 
dietary foods and beverages. 

46. West Virginia. Sucaryl may be 
used in foods and beverages. 

47. Wisconsin. Artificially sweet- 
ened dietary foods and beverages are 
permitted. (Chap. 198 of 1953 laws.) 

48. Wyoming. The Department of 
Agriculture states that compliance 
with the federal law will suffice in 
Wyoming with respect to artificially 
sweetened foods and beverages. 





DOUBLE-COLA SAMPLING PROGRAM 
IN SCOTTSBORO, ALABAMA 


Double-Cola sampling made quite a hit in 
Scottsboro, Alabama during a recent pro- 
motion in that city. E. B. Foster and Miss 
Florence Foster are shown enjoying their 
soft drinks with Miss Gladys Foster, behind 
the bar. 


COTT’S NEW DELIVERY FLEET 


The new delivery fleet of the Cott Bottling 
Company of Pittsburgh lined up for their 
first sales trip into the greater Pittsburgh 
area. The Pittsburgh company is a sub- 
sidiary of the Cott Beverage Corporation 
of New Haven, Conn., and is operated 
from the plant of the Higrade Beverage 
Company in Braddock, Pennsylvania, 
which the Cott family has just acquired. 
The plant will turn out both Higrade and 
Cott products. 





DRIVER SALESMEN TO USE 
NESBITT’S ADVERTISING BROADSIDE 


The Nesbitt Company has recently sup- 
plied the Nesbitt’s franchised bottlers with 
a large, colorful national advertising 
broadside. This broadside, showing the 
national scope of Nesbitt’s advertising in 
nine of the most important magazines, is 
being shipped to driver salesmen. John T. 
Hunsaker, vice president (left) and B. R. 
Murphy, president, both are of the opinion 
that this schedule should sell a lot of Nes- 
bitt’'s since each of the ads in the series 
will go to 11,422,877 homes. 





CANADA DRY HOLDS ROUND-TABLE 
BOTTLER FORUMS 


Canada Dry president R. W. Moore is 
shown as he addressed franchised bot- 
tlers at one of the six regional conferences 
held recently. The purpose of the two-day 
meetings was for the mutual interchange 
of suggestions and criticism on methods 
of operation. 








@ 
fe) EASY TO OPERATE | 


_ A 
“EYE APPEALING © 
0) INCREASES SALES 


CHAMPION 


MODEL 150 


Here it is—the vender designed 
with you in mind. CHAMPION 
Model 150 with a 66 bottle vend- 
ing rack of stainless steel... . 
easy to load, easy to remove for 
tleaning. Simple, Easy-out bottle 
release .. . totally enclosed coin 
unit ... simple, dependable re- 
frigerdtion. 


Trim, modern cabinet design with 
stainless steel top. Wholly en- 
closed coin unit, crown puller 
and receptacle. Unit design saves 
tinre for your route-man, your 
service-man, your customer. 
Modern, inviting cabinet creates 
_more sales for you and your 
customers. Buy CHAMPION 150 
—not the cheapest— but, the 
BEST for your money. 
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The Social Whirl 


(Continued from page 29) 





LIQUID CARBONIC CORPORA- 
TION — will hold its annual cock- 
tail buffet open house Wednesday 
Nov. 17 in the Bellevue-Stratford 
ballroom. 


NESBITT FRUIT PRODUCTS, INC. 
—Is planning to have open house 
Wednesday night, November 17th. 


ORANGE-CRUSH COMPANY — 
Hospitality Room at Hotel Penn- 
Sherwood. 


OWENS-ILLINOIS GLASS COM- 


PANY — Will have entertainment 
facilities in appropriate suite at 
Bellevue-Stratford during times 
available for the purpose. 

PURE CARBONIC COMPANY — 
Hospitality at hotel headquarters 
after 6:00 P.M., November 15, 16 
and 17. 

THE SEVEN-UP COMPANY — Will 
have an all-day meeting of 7-Up 
Developers on November 14th, in 
the Rose Garden of the Bellevue- 
Stratford Hotel. The meeting will 
start at 9:30 A.M. Will also have 
open house for 7-Up Developers in 
the South Garden, Bellevue-Strat- 
ford Hotel, 6:30 P.M. to 12:00 
midnight, November 14 to 17, in- 
clusive. 





Five Ways To Buy Machinery 


An evaluation of different methods 


of fincncing equipment purchases. 


by S. D. Maddock, president 


C.1.T. Corporation 


Tue lack of ready cash should not 
deter any company from buying the 
machinery and equipment it needs to 
decrease costs and increase profits. 
The need is acute in many, if not most 
plants today for replacement of old 
machinery which has outlived its use- 
fulness and is nibbling away profits 
with slow production and excessive 
maintenance costs. 

Fortunately, any sound concern in- 
terested in increasing production and 
decreasing operating costs can install 
modern, labor-saving machinery and 
equipment without weakening its 
working capital position. 

Very few companies, of course, are 
able to draw too freely on operating 
funds for capital investments, so the 
practical answer to the problem of 
financing equipment is to use outside 
capital which can be repaid over a 
period of time. The proper purchas- 
ing program will make it feasible to 





retire the cost of the new equipment 
largely out of increased earning ca- 
pacity. 

Usually there are five ways the man- 
agement of a business may buy the 
machinery it needs. (1) It may pay 
cash, (2) it can get a short-term bank 
loan, (3) it can make capital issues, (4) 
it can get limited credit from the ma- 
chinery manufacturers, or (5) it can 
use a term-loan from an industrial 
financing company. 

If a company has available cash 
reserves, it could buy the new ma- 
chinery for cash. However, before con- 
verting cash into fixed assets of ma- 
chinery and equipment, it might be 
well to make certain that such a move 
will not so curtail working funds that 
the company must forego favorable 
cash purchases of inventory or lose 
cash discounts on current bills. 

As to short-term borrowing, a line 
of bank credit is usually most valu- 
able for current loans on short terms, 
normally of 90'to 120 days. To borrow 
money for the purchase of machinery 
is to borrow for acquisition of capital 
assets, and such loans are not the ordi- 





THE SQUIRT COMPANY—A cock- 
tail party will be held on Wednes- 
day evening, November 17th, in the 
Rose Garden Room of the Bellevue- 
Stratford Hotel, at which time the 
annual awards for the National 
Bottlers’ Sales Contest will be 
made. 

SUGAR INFORMATION, INC. — 
Hospitality suite will be open Mon- 
day through Thursday, Penn-Shear- 
ton Hotel. 

TRU-ADE, INC. — Will have open 
house at Hotel Headquarters. 

S. TWITCHELL COMPANY — Will 


have a buffet supper and visit to 
plant in Camden, N. J., on Monday 
evening, November 15th, at 6:00 
P. M. 


UNION PRODUCTS COMPANY, 
INC. — Will have entertainment 
in hotel suite, Drake Hotel. 


JAMES VERNOR COMPANY — 
Dinner will be served at Hotel Ben- 
jamin Franklin, Wednesday, Nov- 
ember 17th, at 7 P.M. 


VAN AMERINGEN - HAEBLER, 
INC.—Will have open house at Ho- 
tel Suite. 
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...and you'll see 
a complete new line of 
smartly-styled deluxe coolers... 











If you don't plan to attend 
the Show, write for colorful 
folders showing the CRON- 
STROMS Coolers... 











We'll see you in PHILADELPHIA .. . 





COOLER SPECIALISTS 


These men will be on hand 
to greet you: 


HENRY A. BEKHUYS, Sales Manager 


e ‘'VERN'' H. GREER & ASSOCIATES 
922 North Marsalis Avenue 
Dallas, Texas 
"'Otis'' Whitehead, ''Dave'’ Pollock 
"*"Mark'’ Powers 


e "'MAX'' H. GREEN & ASSOCIATES 
2140 Chandler Street 
Philadelphia, Pennsylvania 

"'Dick'’ Davis, ''Roger'’ Quick 


e "'TOM'' RAYMOND 
Room 837 Merchandise Mart 
Chicago 54, Illinois 


© "'CHARLIE'' EGGERS 
4754 Grand Avenue South 
Minneapolis, Minnesota 


e "'CARL"' W. BROWN 
4015 Wilshire Boulevard 
Los Angeles 5, California 


2ONMAUVLONA- 


4228 HIAWATHA AVE. MINNEAPOLIS 6, MINN 
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AN INVITATION ... 


Come In To See 


REDI-MIX 


(Trade Mark) 


THE NEWEST EQUIPMENT DEVELOPMENT 
IN THE BEVERAGE INDUSTRY ... 


BOOTHS 628 & 632 














Blends Syrup, Water and CO?’ 
In One Operation! ! 


LOOK AT THESE FEATURES OF THE NEW "REDI-MIX":— 
° IT PROPORTIONS | 
° IT MIXES 
° IT CARBONATES 
¢ INCREASES PRODUCTION EFFICIENCY 
° DECREASES COST 
* DECREASES CO2 LOSSES AT THE FILLER 
¢ INSURES PRODUCT UNIFORMITY 


DO IT AUTOMATICALLY AND ECONOMICALLY WITH "REDI-MIX"! 
ee i nt tr 


ALSO ON DISPLAY WILL BE:— 

WATER COOLERS — All stainless steel equipped with Hydro Scrubber & 
Sterilizer, in capacities from 60 G.P.H. to 2250 G.P.H. Constant 34° 
Water. 

INSPECTION LIGHTS — In three sizes. All stainless steel. 


CARBONATORS — All stainless steel — Fully automatic — Super-Charged 
— Pin Point Carbonation. Capacities from 100 G.P.H. to 2500 G.P.H. 


CO2 FILTERS — Remove odors and off-tastes. 


Seven models to suit all bottling operations. 


WATER FILTERS — SAND AND ACTIVATED CARBON. 
Capacities from 175 G.P.H. to 5000 G.P.H. 


RINSE WATER STERILIZERS—Protects your product against spoilage. 
Capacities from 300 to 10,000 G.P.H. 


SYRUP COOLERS—All stainless steel complete package unit. Capacities 
30 to 400 G.P.H. Constant 50° syrup. 


KOL-FLO KOOLER CO. 


Sales and Service From Coast To Coast 
KOL-FLO BLDG. * BAYONNE, N. J. 








nary function of a commercial bank, 
which should not be asked to, and 
usually will not, freeze funds for a 
long period. Another disadvantage, of 
course, is that the borrower impairs 
his open line of credit, which should 
be kept for current, seasonal and un- 
foreseen requirements. 

Just as short-term bank loans have 
a definite place in the financing of 
industry, so are there certain advan- 
tages and disadvantages in the financ- 
ing of capital investment, whether by 
bonds, debentures, preferred or com- 
mon stock. Such issues are used pri- 
marily where the need is for large 
amounts of financing. The smaller the 
amount involved the higher the cou- 
pon or dividend rate will be, and the 
larger the underwriting commissions 
and expenses will be in proportion to 
the money obtained. 

Machinery manufacturers’ should 
not be asked to act as bankers. Their 
terms must be fitted to their own 
needs rather than to the buyer’s. And 
when purchases are made from sev- 
eral machinery makers, the buyer then 
must make payments to each separate- 
ly, probably under different terms for 
each purchase. 

Machinery makers generally prefer 
to leave financing to financing insti- 
tutions. Few have adequate facilities 
to carry large amounts of installment 
paper. Among the larger firms, ob- 
taining the money which otherwise 
would be tied up in installment con- 
tracts is not the most important factor 
in turning to outside financing agen- 
cies. The machinery manufacturers’ 
primary need is for an experienced 
credit checking and collection service 
which can be relied upon to get results 
while maintaining customer goodwill. 
Few care to carry paper themselves. 

The fifth financing plan, and the one 
devised to fill the gaps in other meth- 
ods, is an equipment funding program 
such as those offered by the larger 
and more’ experienced industrial 
financing companies. 

The procedure is very simple. When 
the buyer is ready to negotiate with 
the seller, he supplies the financing 
firm with the details of the contem- 
plated purchase, together with the 
customary financial data. When the 
financing agency says it is prepared 


to finance the machinery purchases, 
the buyer makes his downpayment to 
the seller and executes documents pro- 
vided by the finance company. The 
financing agency provides funds for 
the balance due on the equipment and 
the buyer subsequently makes his pay- 
ments to the financing firm each 
month. 

The cost of this financing naturally 
varies with the size and standing of 
the borrower, the type of equipment 
involved, the size of the transaction 
and the term of the obligation. 

Such programs are particularly valu- 
able when purchases are to be made 
from several different sources. The 
buyer is able to treat them all as one 
obligation with the industrial financ- 
ing firm. 


Squirt Bottlers Aim For 
Holiday Business 

With Holiday promotions proving to 
be a growing factor in the bottler’s 
sales picture, the 1954-55 “Party 
Season” is going to come in for heavy 
attention from Squirt bottlers. Thanks- 
giving. Christmas and New Years are 
to be primary targets of two complete 
Squirt promotion packages. 

The “Life of the Party”’ Promotion, 
introduced last year, offers a mass dis- 
play stand for easy stacking of car- 
tons; counter display pieces which can 
be used with a liquor bottle or with 
food items; string hanger sets which 
advise customers that the store is 
“Party Headquarters’’; and the pre- 
mium — the Party Fun Book which 
has games, tricks and party ideas. In 
addition, there are Fun Book Counter 
Units which display the Fun Books; 
and Fun Book Streamers. 


Henry Cushman Dies 

Henry Cushman, well-known figure 
in the beverage industry in New Eng- 
land, passed away October 4, 1954 at 
Worcester, Mass. For years Henry 
Cushman was associated with the 
Seven-Up Bottling Company of Cam- 
bridge, Mass., and later was owner of 
the Seven-Up Bottling Company at 
Worcester, Mass. and Waterbury, 
Conn. In recent years, Mr. Cushman 
retired from active participation in 
the business but maintained his asso- 
ciation with the Worcester organiza- 
tion in an advisory capacity. 
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CROWN CORK ELECTS 
NEW TREASURER 


Allan R. Shilts was elected 
treasurer of the Crown Cork 
& Seal Co., Inc., according 
to an announcement from 
John J. Nagle. president. 
Mr. Shilts, a certified public 
accountant, will make his 
headquarters in Baltimore. 





WRIGHT APPOINTED 
HIRES MANAGER IN 
HARTFORD AREA 

Robert T. Wright has re- 
cently been appointed man- 
ager of distribution in the 
Hartford, Ct., area for The 
Charles E. Hires Company. 
Mr. Wright joined the Hires 
organization, serving in a 
sales capacity in the Somer- 
ville Plant. He will coordi- 
nate all Hires activities 
throughout the Hartford 
area. 





MERN G. BALLAGH 












2-01. ROOT BEER 


3 A 
As Good As Any 4-oz. Product 
On The Market... Better Than 
Most! 
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Look At These Features: 


_ © ONE GALLON flavors and colors 
APPOINT NEW DIVISION 64 GALLONS finished syrup! 


e CREAMY, FULL FLAVORED 


appointed Division Man- 
with a beautiful head! 





ager of Manufacturing, 
Crown and Closure Divi- 
sion, Crown Cork & Seal 
Company, Inc. Mr. Wills 
assumed his new position 
September 27, according to 
the announcement made by 
Fred J. Wood, vice presi- 
dent of the company. 


e SAVES FREIGHT, SPACE 


and other extra costs! 


It costs you nothing to try it! 
Write for a FREE sample...or... 















Mern G. Ballagh has been 
«“ppointed to represent INC. A.B.C.B. SHOW a an 
Hopkins, Minn., in the Up- 176 W. YORK STREET \ BOOTH 

per Midwest territory cov- 

sota, Wisconsin, Iowa, ESTABLISHED 1892. 

North and South Dakota, 

He will headquarter in the 

main office of the company 


CHAMPION VENDER z= . 
AEPOWNTS MERN 6 WHITTLE & MUTOH , revi ar tHe 
Champion Vender Co., 

ering the states of Minne- PHILADELPHIA 33, PA. 1037 - 1041] 
and the Upper Peninsula. 

in Hopkins. 




















The 
most complete franchise in the 
industry @ The most attractive plan 
of parent company cooperation 
@ For full information 


and samples, visit 


\ Tru-Ade at the 


] 
/ ABCB Exposition, 
/ / 


f 


(‘> )} Booth No. 852, 


i * gaptedihe 
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Philadelphia, 





SETHNESS PRODUCTS 
APPOINTS McGILL 


C. H. Sethness, Jr., presi- 
dent of Sethness Products 
Company, Chicago 22, Illin- 
ois, has made known the 
appointment of Charles E. 
McGill as the sales man- 
ager of Sethness Products. 


L. A. DePOLIS NAMED 


L. A. DePolis has been ap- 
pointed general sales man- 
ager of the Industrial Truck 
Div. of Clark Equipment 
Company, Battle Creek, 
Mich., manufacturers of 
materials handling equip- 
ment. Mr. DePolis will su- 
pervise the saies efforts of 
more than 60 Clark dealers 
in the U. S. and Canada. 


SID LUMBARD TO 
REPRESENT CONSOLI- 
DATED CORK 


Sid Lumbard, new west 
coast representative for 
Consolidated Cork Corp., 
Brooklyn, N. Y., has been 
allied with the beverage 
industry for the past eight 
years, both in the manu- 
facturer and sales of bottle 
shop equipment. He has 
become associated with S. 
Riekes and Sons, who have 
been handling’ various 
types of bottling supplies 
since 1898. 


THATCHER GLASS AN- 


CHARLES E. McGIL 


NOUNCES SALES PROMO- 


November 15-18 @ Or ig 


Robert G. Kenny will rep- 

resent the Thatcher Glass 

Mfg. Co., Inc., Elmira, N. Y. 

in the New York City area 

according to a recent an- 

nouncement from D. R. Par- 

fitt, Vice President in Charge 

of Sales of the company. 

Mr. Kenny comes to That- P24 : 
cher with a background in —_— - 
sales and sales promotion. ROBERT G. KENNY 
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write Tru-Ade, Inc., Elgin, IL 
@ Tru-Ade, the not-carbonated 


NEW ASSISTANT SALES 
MANAGER 


Charles de Charileroy has 
been appointed assisiant 
sales manager of Metropol- 
itan Bottling Co., Inc, a 
wholly-owned subsidiary of 
Pepsi-Cola Co. Mr. de 
Charleroy was _ formerly 
employed by the Coca- 
Cola Bottling Co. of N. Y. 
as sales manager for up- 
state New York and part 
of Conn. 


orange drink. 


CHARLES de CHARLEROY 
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NAMES . . in tue NEWS | 


e Three key men in Diamond Alkali Company were 
appointed by A. H. Ingley, vice president, to top posi- 
tions at the company’s Muscle Shoals, Alabama plant, 
which was recently purchased from the government. 
They are: STEVE PUSCHAVER, plant manager; 
J. R. HORACEK, assistant plant manager; JOHN W. 
WHITTLEMAN, personnel manager. 

e CHARLES E. WEEKS has been added to the New 
England sales staff of Polak & Schwarz, New York, 
manufacturers of flavors, extracts and essential oils. 
This is in keeping with the company’s continuing policy 
to augment their sales and service personnel in order 
to bring closer, individual assistance to the trade. 





e President of Corn Products Sales Company, has an- 
nounced the appointment of .C. D. RIDGWAY as man- 
ager of the Company’s Dallas office. Mr. Ridgway joined 
the Corn Products Company in 1934 at their Edgewater, 
New Jersey plant, and was later transferred to the 
Philadelphia sales office. 

e MERLE THAYER will represent Lewis-Shepard 
Products, Inc., in the Davenport, Iowa area with offices 
at 1618 West 34th Street, Davenport, and RAY W. 
THOM will represent the company in the Portland, 
Oregon area with offices at 7427 N. Denver Avenue, 
Portland, according to a recent announcement. Both 
representatives will have complete sales and service 
facilities. 

e P. H. CRIST has assumed managership of the en- 
tire Baltimore area operation for the Charles E. Hires 
Co. Mr. Crist has been a member of the Hires organiza- 
tion for nearly 20 years and has served capably as plant 
sales executive in Baltimore and Columbus, Ohio. 

@ William T. May, Jr., vice president in charge of con- 
tainer operations at Robert Gair Company, Inc., New 
York, has made known the appointment of FRANK E, 
NEWTON as manager of its Pennsylvania Corrugated 
Box Division in Philadelphia. Mr. Newton replaces 
Harry J. McPhilliamy who will act as assistant division 
manager. 

e The Diamond Alkali Company has announced the 
appointment of OLIN SMITH to the position of assist- 
ant branch manager in Chicago, replacing Kemble S. 
Lewis, who moves on to the job of sales manager of 
the Plastics Division. Mr, Smith, a graduate chemist, 
started in 1938 with Diamond at the company’s New 
York Sales Office. 

e The Glass and Closure Division of the Armstrong 
Cork Company has promoted GEORGE F. ESSLINGER 
to the position of assistant manager of the firm’s 
Philadelphia District office. Robert H. Allen, formerly 
salesman in the Chicago office, is now Supervisor of 
Container Sales for that office, according to the com- 
pany announcement. 

e ROGER V. ROGERS has been named manager of 
the Detroit office of the Thatcher Glass Manufacturing 
Company, Inc., Elmira, N. Y. Mr. Rogers replaces 
Bruce E. Sutton, who died recently after a brief illness. 
This announcement was made by D. R. Parfitt, vice 
president and general sales manager. 
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Get 
just-right 
flavor 
balance 


WITH 


CERELOSE 





When Cerelose® brand dextrose is used in your 
syrup blending more flavor comes through... 
“over-sweetness” is avoided without sacrificing 
body. A properly balanced drink... body and 
flavor... gives the customer satisfaction, builds 


repeat sales. 


Easily soluble Cerelose is economical ...a fine 
quality product readily available in volume supply. 
Complete technical service is available without 
cost or obligation. We welcome specific technical 


inquiries in regard to production problems. 


CORN PRODUCTS REFINING COMPANY 


17 Battery Place, New York 4, N. Y. 
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Electric Money Changer 








* Slug Rejectors 


* Accumulators 
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* Penny Refunders 





* Electrical appliance timers 











* Timing Meters 
Your Prime * Coin Chutes 
Source for: * Electrical & Mechanical coin-controlled mechanisms 
* Also... ‘‘Rifle Sport’ and Skillguns 


A.B.T. has consistently been serving countless 
satisfied customers for over 30 years. 


We invite your inquiry 





The A.B.T. Manufacturing Corp. 


715-723 North Kedzie Avenue Chicago 12, Illinois 
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Miller Hydro To Show Bottle Washing 
Marvel at ABCB Exposition 


The Miller Hydro Company, Bainbridge, Georgia, 
manufacturers of all types of bottling equipment 
and washers, will introduce a revolutionary All-New 
bottle washer at the A.B.C.B. Convention in Phila- 
delphia on November 15. 

While Miller Hydro officials would not divulge 
the dimensions and design of their completely new 
bottle washer, they assure all bottlers that it is 
packed with brand new features and loaded with 
outstanding new advantages that insure remarkable 
efficiency and effectiveness. The unit will be built 
in capacities to take care of the largest fillers now 
being built or planned. 

Miller Hydro developed their new bottle washer 
only after many years of questioning bottlers in 
every part of the country as to their definite needs 
and demands. After finally determining the bottlers’ 
needs and wishes, Miller Hydro turned the problem 
over to their engineers and designers for intensive 


study and action. 





ANNOUNCE NEW ADJUSTABLE SHAFT 
PORTABLE MIXER 





This newly designed Adjustable Shaft Portable Mixer fea- 
tures an adjustable shaft with an outboard ball bearing 
support. The outboard bearings are of the self-aligning 
type prelubricated, and sealed against lubricant drip 
and leak. Two accurately balanced three-bladed propel- 
lers are movable over the full shaft length, allowing 
exact adjustment for the best mixing results. Standard 
shafts and propellers can be supplied of stainless steel, 
monel metal, nickel, aluminum and other metals. Avail- 
able in direct drive or gear drive models in sizes from 
1/20 H.P. to 71/, H.P. Manufactured by Alsop Engineering 
Corp., Milldale. Conn. 
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Announce New Plastic Roll-Away 
Doors for Beverage Trucks 

The Timmons Metal Products Company, builders 
of Timpco heverage truck bodies, announces the 
development of new plastic roll-away doors that 
roll up out of the way under the op of the truck 
body. 





TOUGH, WARP-PROOF PLASTIC TRUCK DOORS 


The new plastic roll-away doors on this truck, one of the 
several body types made by the Timmons Metal Products 
Co., can be raised completely or partially as easily as a 
window, thus speeding the work of checkers or routemen. 





The revolutionary new doors can be opened on 
both sides of the truck at the same time, affording 
simultaneous access to the entire load area and 
facilitating quicker loading and unloading of bev- 
erage cases. The flexible doors are made of plastic- 
impregnated fiberglas and the door color is part of 
the material itself. It will not fade, scrape or wash 
off. 

According to Frank Timmons, sales manager for 
Timpco, the doors are light, tough, warp-proof and 
able to withstand the abuse of slamming and bang- 
ing without chipping, denting or breaking. 

Additional information concerning these unique 
doors can be obtained from The Timmons Metal 
Products Company, 845 Harrisburg Pike, Colum- 
bus, Ohio. 


New Pre-Mix Unit Developed By Kol-Flo 

The development of a machine which blends 
syrup and water to any pre-determined ratio, mixes 
them thoroughly and then carbonates the mixture 
to the required degree—all automatically—has been 
announced by the Kol-Flo Kooler Co. of Bayonne, 
New Jersey. 

Trade named “Redi-Mix’’, this machine has been 
designed as a completely self-contained unit. It con- 
sists of an automatic proportioning system; syrup 
and water pumps; and a carbonator—complete with 
all controls necessary for simple, automatic opera- 
tion. 

It was developed especially for the carbonated 
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DOUBLE 


COLA 


THE DOUBLE-COLA COMPANY 


3350 BROAD STREET © CHATTANOOGA, TENNESSEE 
OFFICES IN CHICAGO, ILLINOIS ... LAREDO, TEXAS .. . TACOMA, WASHINGTON 


THE DOBLE-COLA COMPANY OF MEXICO 
CASA GUAJARDO 5S. A. 
MONTERREY, N.L., MEXICO 





THE DOUBLE-COLA COMPANY OF CANADA 
7402 EIGHTEENTH AVENUE 
MONTREAL, CANADA 


A 


Can YOU afford to be 
without Double-Cola in ’55? 


Double-Cola in cartons and Double-Cola in quarts is BIG business and 
if you’re not getting your share of the home business, in your territory, 
now is the time to make your plans for this additional volume in 1955 
and in the years to come. 
Let us tell you what Double-Cola is doing throughout the United 
States, Canada and Mexico, to bring bottlers more volume, more profits 
and more prestige. 


Write or wire today, or plan to visit the beautiful new home of 
Double-Cola in Chattanooga. 
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beverage field and has a selection range wide enough 
to handle all syrup densities and water-syrup ratios 
commonly used in the industry. 

The water-syrup ratio is set by a simple knob 
adjustment and this ratio is held constant by an 
unique automatic control system. Panel-mounted in- 
struments indicate and record the flow rates of both 
the syrup and the water at all times in order to 
enable the operator to keep a constant, running 
check on the operation. 

After the syrup and water have been propor- 
tioned, they are thoroughly mixed, uniformly car- 
bonated and passed on to a stainless steel reservoir. 
The resultant product, Kol-Flo states, will conform 
to the most rigid standards of uniformity set up 
in the industry. 

Should this uniformity of product be threatened 
by an insufficient syrup or water supply or by 
mechanical fault, control devices will respond in- 
stantly to stop the operation of the machine. 

Every part can be quickly and easily flushed of 
all traces of syrup and finished product. Steriliza- 
tion can be accomplished quickly and thoroughly 
without disassembling. 

The Redi-Mix unit, to be shown for the first time 
at the A.B.C.B. Exposition, is being manufactured 
in five sizes with capacities ranging from 500 to 
2500 G.P.H. 
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BE SURE TO DROP IN.... 


BOOTH 107 


TO TASTE AND INVESTIGATE 
THIS AMAZING CHOCOLATE 
DRINK!! 


“CHOK -A-FIZZ” 
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The Only Real Chocolate Carbonated Drink © 
@ Finest Quality © Good Profit Maker @ | 
No Special Bottling Equipment Needed @ O 


Public Accepted @ Franchises Available 


for complete information write direct to: 
CHOK-A-FIZZ 
PRODUCTS CO. 


4508 S. ASHLAND AVE. 
CHICAGO 9, ILLINOIS 





Problem of Body Height Solved in 
Ridframe Bottlers' Truck Bodies 


Announced as one of the latest and sensational 
developments in soft drink truck bodies, the Rid- 
frame and Ridframe Multi-Flavor units are claimed 
to offer a basically new approach to the industry 
wide problem of excessive body height. 

Ridframe enables the truck body to be built as 
low as a bottler can possibly want it. The construc- 
tion of this body is skin-stressed airplane type, all 
the strength being built into the truck body, mak- 
ing the original truck frame useless. 

The Ridframe has been on test and in operation 
for approximately two years by Coca-Cola Bottling 
Company, Birmingham, Alabama and by a number 
of other bottlers for a lesser time. Patents are pend- 
ing on the construction and the patents rights are 
owned by Highway Trailers and Utilities of Ala- 
bama, Inc., Fairfield, Alabama. Cen-Tennial Cotton 
Gin Company, Truck Body Division, Columbus, 
Georgia is licensed on a royalty basis to manufac- 
ture and distribute the Ridframe Truck Bodies for 
the United States, Canada, Mexico and other for- 
eign countries. 

The kickoff for acquainting the soft drink industry 
generally with this long awaited development is from 
November 15-18, 1954 in Philadelphia at the Ameri- 
can Bottlers of Carbonated Beverages International 
Convention. 





The Ridframe Multi-Flavor is designed so that bottlers 


can load their most popular flavors on the corner sections 
and their remaining flavors in the deck center section. 





The Ridframe Regular is for Coca-Cola and other bottlers 
who handle only one flavor. 











For a Better 
Buy 





Gaco Tufbilt 
Beverage Cases 


ONLY WOOD CAN TAKE IT... the abuse your cases 
must withstand in normal usage, that is. WOOD assures 
your cases of permanent rigidity, eliminates jamming 
of casing equipment, provides positive, permanent 
identification. Hundreds of bottlers know Gaco Tufbilt 
Cases are the class of the WOODEN CASES. This is 


because they..... 


Specify 


LOOK BETTER 
LAST LONGER 


Standard 
replacement parts. 


GIDEON - ANDERSON 


CIDEON MISSOURI 











BEVCO 


Cordially invites you 
to visit us... 


BOOTH 726 


at the A.B.C.B. Show 
in Philadelphia 
Nov. 15-18 


It will pay you to see... 


* New 1955 equipment 
* Dry, wet and combination coolers 


* Sales-making accessories for all 
models 


* 


Complete line for any requirement 





The BEVCO Company, Tuc. 


3316-28 S. Broadway e St. Louis 18, Mo.’ 
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V. & E. Kohnstamm Expands Research 
And Production Facilities 


Because of the rapid and steady increase in 
business, V. & E. Kohnstamm, Inc., has completely 
streamlined all their production facilities and added 
5000 extra feet of space. 

New and improved flavor making techniques have 
been employed. The advantages of these new tech- 
niques have been passed on directly to the bottler 
in the form of improved flavors, speedier service and 
lower prices as indicated in the new price list 
recently issued. 

Veko’s prominent research department has also 
expanded to concentrate on the development of new 
and more highly concentrated flavors. 


Anchor Hocking Giass Co. 
Buys Plant and Property of 
Tropical Glass & Box Co. 


William V. Fisher, president, Anchor Hocking 
Glass Corporation, Lancaster, Ohio, has announced 
that its newly organized, wholly-owned subsidiary, 
Tropical Glass & Box Company—a Florida corpora- 
tion, has purchased the plant and property owned 
by Antonio Scalise, and known as the Tropical Glass 
& Box Company, Jacksonville, Florida. 

Although Anchor Hocking 
owns and operates thirteen plants in the United 


Glass Corporation 
States and Canada there has been a long felt need 
for a Southern plant to round out Anchor Hocking’s 
The the Florida 
plant, therefore, will make it possible for Anchor 


nation-wide service. addition of 
Hocking to better serve the ever increasing glass 
container needs of packers and bottlers in the ex- 
panding industrial South. 

A plant modernization program is in the works 
for the new subsidiary. When completed it is antici- 
pated that it will be able to accommodate all the 
glass container requirements of the Corporation’s 
Southern customers. In the meantime, the plant will 
continue to give uninterrupted service to its present 


customers. 


Dacam Corporation Opens New Office 

And Plant in Charlotte, N. C. 
Dacam Corporation, Charlotte, N. C., 

turers of machines including the Dacam cartoner 


manufac- 


for cans and bottles, has moved into new office and 
which were com- 


shop buildings. The structures, 
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NEW MODELS 
NEW FEATURES 


INTERNATIONAL keeps ‘em coming... 
all the time, to do today’s truck jobs 





better, at lower cost! 


INTERNATIONAL continually brings you great 
new truck features, new all-truck models, new 
value for your truck dollars, in the world’s most 
complete truck line. INTERNATIONAL follows this 
policy to give you right now the developments 
that will help you do your hauling jobs better, 
cut your costs and boost your profits. Before 
you make any truck purchase, check all the 
new developments shown here — then let your 
INTERNATIONAL Dealer or Branch give you all 
the reasons why an INTERNATIONAL is your best 
truck buy. 


INTERNATIONAL HARVESTER COMPANY « CHICAGO 








International Harvester Builds MCCORMICK® Farm Equipment and FARMALL® Tractors 


NEW power steering available as op- 
tional extra cost equipment for all mod- 
els, including specialized medium and 
heavy-duty bottle delivery chassis. 





_ ers high economy, big 
capacity COE models —3 series, 12 mod- 
els from 21,000 to 30,000 Ibs. GVW 
50,000 to 65,000 Ibs. GCW. Also available 
with sleeper cab. 





NEW Super Space Saver ROADLINER@® 
conventional truck-tractors that haul all 
35-foot trailers in 45-foot limit. GCW, 
42,000 to 65,000 Ibs. 








NEW iicht-duty truck features include 
tubeless tires, standard — optional auto- 
matic transmission or overdrive. 





NEW multi-stop models with METRO® 
bodies — 14,000 to 16,000 Ibs. GVW. 10 
other models — 5,400 to 11,000 Ibs. GVW 
with METRO and METROETTE bodies 
available with new METRO- Matic trans - 
mission. 





NEW ar-230 60,000 Ibs. GVW six- 
wheeler, one of 25 six-wheel models — all 
with new maintenance-reducing, extra 
rugged rubber-bushed bogie. 





PLUS four-wheel-drive models of 


11,000 and 15,000 Ibs. GVW —built for 
lowest cost operation in roughest, tough- 
est terrain. 





PLUS factory - installed, Underwriters’ 
approved LPG power, available as op- 
tional equipment in 54 models from 
4,200 to 45,000 Ibs. GVW. 





NEW increased power, with all-new 
201-hp Royal Red Diamond 501 engine 
standard in new high-power-to-weight 220 
Series models, 





See the season's new TV hit, “The Halls of Ivy,” with the Ronald Colmans, Tuesdays, CBS-TV, 8:30 p.m., EST 





Motor Trucks... !ndustrial Power 


PLUS 10 diesel engines for 30 models 
The INTERNATIONAL line of 185 basic 
models offers widest choice of power 
30 engines, gasoline, LPG and diesel. 







Refrigerators and Freezers 


INTERNATIONAL TRUCKS 


“Standard of the Highway” 
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CHECK 


the advantages 


before you put your 
money on any other 


SYRUP FILTER 
MIXER or TANK 


Check and compare the specifications—the ad- 
vantages, and see for yourself. There's a big dif- 
ference in design, in construction features, in work- 
manship. There's a difference in performance, in 
trouble-free service that means better, faster, 
labor-saving operations in your syrup room. 





So—check the advantages before you invest in a 
Filter, Mixer, Mixing Tank or Storage Tank—send 
for a copy of our 32 page catalog that illustrates 
and describes the Alsop complete line of Syrup 
Room Equipment—no obligation. You'll see why— 
it pays to buy—ALSOP. Write to Alsop Engineer- 
ing Corporation, 911 Baltic Street, Milldale, Con- 
necticut. j 


ALSOP ENGINEERING CORPORATION 


Filters, Filter Discs, Pumps, Tanks, Mixers, Agitators 





pleted this Fall, have a floor space of approximately 
27,500 square feet. 

Dacam’s rapid growth parallels the strong trend 
in recent years towards carry-home cartons and 
self-service merchandising techniques. Its automatic 
cartoning systems are widely used in the brewery, 
soft drink, food, and frozen juice industries. The 
machines are leased to purchasers of Dacam carry- 
home cartons which are sold by a select group of 
paper box makers including Old Dominion Box 
Company. 

The eight-year old company is headed by E. S. 
Dillard, president ; Grover Currie, senior vice presi- 
dent; and Ivan Wood, vice president for sales. Dave 
Conrades directs West Coast operations from 
Dacam’s San Francisco offices. 


Gaylord Container to Build New 
Plant in San Antonio 

In a move to expand its San Antonio box manu- 
facturing facilities, Gaylord Container Corporation 
will begin construction immediately of a modern 
box converting plant on East Commerce Street east 
of Coliseum Road. 

When completed about July 1955, the one-story 
steel and masonry structure will replace the present 
plant at 314 Probant Street, which is equipped for 
limited production only. 

According to Lloyd Merwin, Gaylord’s Texas Di- 
vision vice president, this will be the first com- 
pletely integrated box converting plant in San 


Antonio 

Gaylord Container Corporation, one of the largest 
firms in the corrugated and solid fibre shipping 
container field, has 3 other Texas box plants. 





ln ey: 








SPECIALLY EQUIPPED FORK TRUCK 

DESIGNED FOR PALLETLESS HANDLING 

Industrial trucks equipped with a new type clamping 
device specifically engineered for palletless handling of 
wooden cases and similar loads are now possible with 
the novel attachment developed by The Elwell-Parker 
Electric Co. The truck attachment consists of a standard 
hydraulic clamp to which have been added a pair of 
heavy forks. The forks permit clamping of various con- 
tainers and in addition are also designed for handling 
of palletized loads in the conventional manner. Manu- 
factured by The Elwell-Parker Electric Co., Cleveland 3. 
Ohio, 








PONDEROL 


BROMINATED APRICOT 
KERNEL OIL 


Sp. G. 1.34 (25°C) 


Used by leading beverage base 
manufacturers EXCLUSIVELY 


ATTRACTIVE PRICES - SPOT OR CONTRACT 
PROMPT DELIVERY 


Foreign Sales Representation Open 


For Samples and Technical Information: 
Write to FOOD DERIVATIVES DIV. 


a division of 


STEROL DERIVATIVES, INC. 
3626 Medford St. Los Angeles 63, Calif. 














WATER-TREATING EQUIPMENT 


This recent aerial photo shows the modern and 
expanded plant which houses the design and manu- 
facture of high-performance water-treating equip- 
ment made under the “AquaMatic” trade mark. 
The name of the company has now been changed 
so it is the same as that of the products... 























AQUA MATIC, INC., 2412 Grant Ave., Rockford, ~Y) 
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ror LABEL 


IS YOUR BEST SALESMAN ! 


Be sure it performs these important 
functions for you:— 


GAMSE — beverage 
label specialists—will 
be glad to make up 
specimen sketches — 
or show you exam- 
ples of successful 
selling labels. 


ATTRACT THE SHOPPER 
IDENTIFY YOUR BRAND 
INDICATE THE FLAVOR 


CREATE A FAVORABLE 
SALES IMPRESSION 


Lithographing Co., Inc. 
419 E. LOMBARD ST. 
BALTIMORE 2, MARYLAND 




















.. AND ALL CROWNS 
ARE NOT ALIKE, EITHER” 


There IS a difference in crowns! 
And you can't fool the men in 
mk the bottle shop. They agree— 
\ GUTMANN crowns are "tops" 
for sealing efficiency and all- 
around performance. 











oo 


FERDINAND 


CMWMW_& COMPANY 





3611-14th Avenue, Brooklyn 18, N. Y. 








| or burred edges. 


can 
| operation without lubrication provides an added 
| advantage. Where lubricants had previously been 





Nylon Improves Performance of 
Flat Top Conveyor Chain 


A flat top conveyor belt for canning and bottling 
lines, made entirely of “Zytel” nylon resin, is now 
eliminating many of the problems encountered with 
conveyor belts made of other materials. Intended for 
use where corrosion resistance is required, the 
nylon conveyor chain needs no lubrication, reduces 
the amount of power required for operation through 
its light weight and low coefficient. of friction, and 
is expected to wear longer. In addition, the resilience 
of “Zytel” provides quieter operation and reduces 
the danger of damage caused by transmitted shock 


PINT- SIZE 
POWERHOUSES 


(15 to 60 
H.P. units 
all under 
6’ high!) 



























For Low-Cost t 
Steam 


In addition to being resistant to food acids, alka- 
lies, and brine solutions, the links molded of “Zytel”’ 
be steam sterilized. The conveyor’s smooth 


required, product contamination was a problem. The 
use of “Zytel” has eliminated this condition. 
Because “‘Zytel’”’ is readily molded into complex 


gy | 
shapes, the manufacturer has been able to simplify | 


design without loss of performance to a point where | MODEL TP 
initial costs ror’ thts type of conveyor belt are well | Packaged STEAM 
below average. Ease of assembly is achieved through | 
GENERATORS by AMES 


links and pins. The 





the use of only two elements; 
pins themselves provide a safety factor since they 
are designed to break in case of jamming. New links 
or pins of “Zytel” can be inserted in less than a 
only a hammer and drift pin are needed 





@ If you want more steam per dollar — in absolute 
minimum installation space — it’s yours in the new 
AMES Model T-P Generator! Perfect for smaller 
processing plants, plants in lofts where space is 
short, they’re in stock for immediate delivery at 
down-to-earth prices — yet with no sacrifice in that 
well-known AMES quality. 


minute; 
for this operation. 


Low-cost installation! No special foundations 
required — no large stack or brickwork needed — 
nothing to erect or assemble. Automatic, fast- 
starting, easy to maintain. MAIL COUPON TODAY 
FOR ALL DETAILS! 


AVAILABLE IN SEVEN SIZES 
15 to 60 H.P. 15 to 200% W.P. 


| for light oil, gas, or light oil-gas combination. aS) 





AMES IRON WORKS, Inc 
Box Q-114, Oswego, N. Y. 


Gentlemen: 


Please send me further information 
on Model T-P Steam Generators and name 
of nearest representative. 


NAME ........ 


COMPANY ‘ 


Se ee ee ee Se oe ee ee 
oo oe we ee ee wee ee ee oe oe ! 


ADDRESS 





TESTED IN PRODUCTION 


Carrying over a quarter-million cans of beer per eight- 
hour shift, this flat top conveyor chain made entirely of 
“Zytel” nylon resin is providing economies in brewing 
operations. The “Nylite” chain is manufactured by Fenco, 
Inc., Chicago 7, Illinois. | 






AMES IRON WORKS, Inc. 






AMESTEAM GENERATOR 
OSWEGO, N. Y. 


BUILDERS 
BOX 9-114 


OF 
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OAKITE 


RH WH EE Hal Bi 


NEW “CHELATING” ADDITIVE 








FOR IMPROVING THE WASHING OF BOTTLES = 


Scientifically designed to prevent lime scale build-up 
on equipment and to boost the cleansing and rinsing 


ability of caustic solutions. 


From the great new labs of Oakite comes LIMELITE—new additive for caustic with out- 
standing lime-sequestering and “chelating” properties that make hard water—rain-water 
soft. 

Oakite LIMELITE’s amazing “chelating” action is produced through millions of micro- 
scopic claw-like chemical agents. These agents reach out for troublesome lime and 
metallic ions and hold them in suspension. 


Oakite LIMELITE saves power costs and maintains operating efficiency of washers by 
preventing lime scale build-up on pockets, sprockets and chains. 


Oakite LIMELITE boosts the rinsing ability of caustic and helps cut bottle-washing costs 
by reducing costly caustic carry-over from wash water to rinse water. 

Oakite LIMELITE boosts the cleansing and penetrating abilities of caustic solutions to 
give you the cleanest, brightest bottles you ever saw . . . to reduce your rejects and to 
materially aid in the removal of annoying rust rings. 

FREE Bulletin 3485 tells how Oakite LIMELITE, new “chelating” bottle-washing addi- 
tive, makes light of lime scale. For your copy just mail a card to Oakite Products, Inc., 


26A Rector Street, New York 6, N. Y. 


equate? INDUSTRiay Clean, 
? 'Ne 


OAKITE 


4a ; ct 
"ERiay & env 
S+ merHoos 


Technice! Service Representotives in Principal Cities of U. S. ond Conoda 


| 





NAMES .. . in tHe NEWS | 


CLARK EQUIPMENT CO. 
APPOINTS PAUL SCHULTZ 


The appointment of Paul 
Schultz to a general staff 
position with responsibility 
for carrying on standardi- 
zation work in engineering 
and control procedures has 
been announced by 
George Spatta, president of 
Clark Equipment Company, 
Battle Creek, Mich. Mr. 
Schultz has been associ- 
ated with Clark for 20 


NEW VICE PRESIDENT OF 
WHITE ROCK 


John N. Reynolds has been 
appointed the new vice 
president of White Rock 
Bottling Co. of Chicago, ac- 
cording to the announce- 
ment made by Alfred: Y. 
Morgan, president of the 
company. Mr. Reynolds has 
been in the beverage busi- 
ness for over twenty-five 
years and will be in com- 
plete charge of sales and 
distribution of White Rock 
products throughout the en- 
tire Mid-West. 


GILLETT NEW 
BOARD CHAIRMAN 


Milford O. Gillett, general 
sales manager of the Mun- 
det Cork Corp. chairman 
of the board of the Gillett 
Acceptance Corp., has 
been elected a new direc- 
tor of the EMC Recording 
Corp. of St. Paul. The new 
firm will produce and dis- 
tribute recordings of all 


CORN PRODUCTS 
TRANSFERS M. D. MULLIN 


M. D. Mullin, transferred 
from Chicago, has been 
made Branch Manager of 
the Milwaukee office of 
Corn Products Sales Com- 
pany. Mr. Mullin joined the 
company in 1934 as a retail 
package salesman in Wis- 
consin. 


REPRESENTATIVE FOR 
CONSOLIDATED CORK 


Clark N. Comstock will 
serve as the new sales 
representative in Florida 
for the Consolidated Cork 
Corp., according to on an- 
nouncement by Frederick 
K. Heyman, president. Mr. 
Clark has been with 
Owens-Illinois for 20 years 
and was also secretary and 
vice president of the Sup- 
plymen’s organization in 
Florida for two years. 


JOHN J. REYNOLDS 


a 
MILFORD O. GILLETT 


M. D. MULLIN 


mf} 
CLARK N. COMSTOCK 
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Good Housekeeping Is Important 
In Truck Finishing Department 







PLANT... EQUIPMENT... TRUCKS 

























Many soft drink bottlers concerned with the prob- 
lems of running their business have frequently 
neglected to see that their finishing and spray 
departments are kept in orderly condition. The best 
results in good housekeeping in the Paint Shop, or 
in any other department, can be achieved most suc- 
cessfully through a patient and painstaking educa- 
tional program which will also emphasize the safety 
angle. This program should be aimed to establish 
a complete understanding of all of the problems 
involved and the over-all effect of their sensible 
solution. It should have a psychological impact on 
the employees mind rather than a mechanical ac- 4 
ceptance of rules through enforcement. 

Because Paint Shops employ materials that are 
highly inflammable, it is wise to accent the im- 


MAINTENANCE 





coated iron will not produce sparks of static 
electricity. Paint will not adhere to the gal- 
vanized surface so the work areas can be kept 
clean and neat. 

Every time you have a major cleaning, repaint 
the spray booths, ovens and storage tanks 
with colors of high reflectance value. A fast- 


New Air Sander Available 
For Truck Finishing 


drying aluminum paint is excellent for this A new fast-action orbital air sander has been 
i portance of good housekeeping as a safety measure. ‘ : 

; H f basi ti hich ia purpose. announced by the Sundstrand Machine Tool Com- 
! ere are a few basic suggestions which may star ‘ , a : amie a ie 

; : bad y 5. Place containers with sawdust around and pany, Pneumatic Division, Rockford, Illinois. 


he Bae Korma This unit Model OS-700 operates at speeds up to 


6000 cycles per minute for fast material removal. 


near work stations to absorb drippings of 
1. Remove all signs in the Paint and Finishing paint, water and other chemicals. 

Shops except those which refer to safety. 6. Provide suitable containers for rags and col- 
lect these used rags daily and place them in 


The unique pad control permits sanding up to edges 
and bends. A built-in water attachment is included 
for wet-sanding needed in finishing truck bodies. 
This model can operate on only 50 lbs of air and is of 


2. Mark all exits very plainly with the proper 





signs and exit lights. safety cans until they can be disposed of. 
‘ 3. Place galvanized iron sheets in all posts on 7. For sweeping use a suitable sweeping com- 
pound lightly saturated with oil to absorb all all-metal “machine tool” construction. The model 


weighs just 4% lbs. 


the floor where paint is handled such as mix- 
ing tables, dip stations or spray booths. Zinc 


p ENN Crowns 


| SPECIAL 
or STOCK 


dust particles. 


WHEN PUMPS © 
WEAR OUT...WHO 
IS AT FAULT! 





RING REPLACES 
SIX PARTS 














SPOT 
or 





o-RIN 


Waukesha P. D.* Sanitary 





REGULAR 











Instead of a dozen or more small rotary 
seal parts to handle, you have only 
TWO O-Ring Sanitary Seals in the 
Waukesha Pump. They fit snugly into 


the first sign of wear, replace them — 
their cost is negligible. Both O-Rings 
and Sleeves should be lubricated when 


reassembled in pump. See latest In- 







Pumps Built for EASY 
In-Plant Servicing 


Because careful servicing means so much to 
pump performance and long-life use, Wau- 
kesha pumps are designed to save time and 








For more than 20 years a reliable 
source of supply for precision- 





made...handsomely 
lithographed We ies 
CROWNS for the manufacture 
bottling industry. Screw caps 


from 18mm 


to 89mm. 

CORK & CLOSURES, INC. 

1155 Manhattan Ave., Brooklyn 22, N. Y. 
EVergreen 9-4416 
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special grooves in the pump body; eas- struction Hand-Book. 


ily flipped out with the tool provided, 
and just as easily snapped back by fin- 
ger pressure. Removable Stainless Steel 
Seal Sleeves prevent wear on shafts, 


and these simply slip out for cleaning. 


Be sure O-Rings are thoroughly clean, 
and Seal Sleeves kept free of nicks and 


dents. Inspect them carefully, and at 


WAUKESHA FOUNDRY COMPANY 











effort in every detail of their assembly and 
cleaning operations. That's why Waukesha 
owners can prove such low maintenance 
costs in safely moving all types of products, 
liquid, semi-liquid, creamy or chunky. Prove 
‘ ic yourself — write for latest Instruction 


0 | Hand-Book or complete catalog. 





*P.D. — Positive Displacement — Slow Speed 


100% 
Yertshehd s>Nirnry 


PUMPS 





1330 LINCOLN AVENUE Dependable Product of a Responsible Manufacturer 
WAUKESHA, WISCONSIN 4 






























CANS or GLASS? 


Get our version as applied to chocolate at 


BOOTH 117 


INTERNATIONAL SOFT DRINK INDUSTRY EXPOSITION 
PHILADELPHIA - NOVEMBER 15-18, 1954 


* 


CHOCOLATE PRODUCTS COMPANY « CHICAGO « LOS ANGELES 





MAINTENANCE QUESTIONS 
—AND ANSWERS 
































4. DOMINOL AP 


EXTENDS 





CORDIAL N BROMINATED APRICOT KERNEL OIL 
INVITATION TO All THE BOTTLERS SP.GRAVITY 1.34 


Attending the ABCB Convention in Philadelphia 


Manufactured by us since 1936 
Used by domestic and foreign extract manufacturers 
for many years to their entire satisfaction. 


November 15-18, 1954 
to drop in and chat with us in BOOTH 1009 : é 
Samples, prices and instructions 


We also feature the complete Conron line. FE for use on request.... 


Full line of Soda Water Flavors. Write for Samples & Prices. ~ ae 
CY Dominion Products, Inc. 





. sews = wictvmmaze a -e6cee - _— : W Manufacturing Chemists 
LW. 20 fl st. New Fork 1D ogee LONG ISLAND CITY 1. W. ¥ 





“THE GINGER HOUSE” 











CUSTOM-BUILT ... to solve YOUR 


Bottle Washing Problems.... 


Bottle washing problems differ. That's why NIAGARAS are ‘'custom-made"’. 7 
Our 25 years of specialized experience enables us to build washers that @ 
are guaranteed to do the job you need ... Ask any satisfied Niagara 
customer! 


NIAGARAS are expertly designed and engineered with these important 
features: Can handle any size from 4 oz. to 5 gallon; No jets to clog; 
solution renovator filters water every few minutes and discharges con- 
tamination; Two compartment; makes its own rinse pressure; saves water. 
Completely welded, no castings, no breakage. 


NIAGARA BOTTLE WASHER MFG. CO. 


225 First Street Toledo 5, Ohio 





See it At The Show! 


BOOTH 420 
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Readers are invited to submit questions and 
problems covering plant, equipment and 
truck maintenance. 


Question: We have been advised that a watertight 
concrete can be prepared for use on our basement 
floors which will enable us to have a dry basement 
for manufacturing purposes. Do you suggest that 
exterior waterproofing will be necessary if part of 
the walls are below grade? (HH) 


Answer: Watertight concrete results from the 
proper mixing, placing and curing of ordinary con- 
crete. For watertightness, a limited amount of mix- 
ing water is used. Six gallons per sack of cement 
make for watertightness in thin concrete sections, 
7 gallons for larger masses. Keeping concrete damp 
for ten days to two weeks after it has been placed 
and protecting it with straw or burlap will also 
strengthen the existing watertight properties. Con- 
crete may also be waterproofed at the time of mix- 
ing by adding one of several compounds to it. 
Available commercially, these compounds usually 
contain calcium stearate and other chemicals in a 
powder or liquid form. These chemicals fill the pores 
of the concrete, impeding seepage of moisture 
through them. In addition to this method of integral 
waterproofing, there is also a procedure known as 
membrane-waterproofing of existing concrete exposed 
to wetness. The Barrett Company, 20 Rector Street, 
New York, N. Y. can furnish you with specifications 
covering membrane-waterproofing systems. 


Question: In order to reduce rusting and cor- 
rosion of the steel on truck bodies after the paint 
finish has been scratched we have been using a 
special lacquer primer. One of our finishing men 
advised us to try « cnemical coating which he claims 
is superior to a primer. (CD) 


Answer: The use of a cleaner and phosphate 
coatings on the suriaces of steel sheets has been 
employed for some time in industry. These coat- 
ings are usually applied by dipping in special tanks 
since there is always the danger that the operator 
may unintentionally miss some area of the surface 
in a hand application method. Thorough rinsing 
would also present a problem. It may be possible 
to treat the metal surfaces by hand with a phos- 
phatizing solution, as an aid to increase adhesion 
of paint or to prevent creeping corrosion in case 
the paint surface is deeply scratched or marred. A 
power washer or a series of dip tanks, however, 
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offer the best methods in the use of this system and 
both of these are costly and impractical when only 
a small section of a truck body or fender is con- 
cerned. 


Question: We have been interested in repairing 
several of our concrete floors and would appreciate 
any technical information that you can send us con- 
cerning the correct mixtures to use in mixing sand, 
water and crushed rock. These floors must be strong 
enough to hold our heavy pallet trucks. (MM) 


Answer: May we suggest that you write to the 
Portland Cement Association for literature concern- 
ing your specific problem. The Association issues 
technical literature concerning the best concrete 
mixes for industrial floors and will advise you about 
mixing methods. If your requirements are beyond 
simple patching we believe that you will find ready- 
mixed concrete the most economical answer to your 
problem. These mixes are available in a wide num- 
ber of combinations and are delivered directly to 
your premises in a special truck which thoroughly 
mixes the concrete while it is in transit to your 
plant. A special chute is available with the truck 
which will enable you to pour the concrete to fill 
any floor space. Check these costs against the prepa- 
ration of concrete on your own premises. 


Drum Truck for Finishing Departments 

Bottlers operating large truck finishing depart- 
ments will find the new Morse No. 150 Barrel Truck, 
announced by the Morse Mfg. Co., Inc., 727 W. Man- 
lius Street, East Syracuse, N. Y., excellent for use 
as a drum and barrel truck. 

This new truck is perfectly balanced, and a 1000- 
lb. load can be held over the center of gravity by 
just one finger of the operator’s hand. It accom- 
modates containers from 24 to 45 inches long, and 
any diameter from 15 inches up. The truck can be 
used in the finishing shop to pick up and deposit 
loads up to 8 inches high. It is equipped with roller 
bearing wheels, is built for endurance, and eco- 


nomically priced. 


Relief for Sagging Vending Machine Doors 

A recently developed and patented door catch and 
locking mechanism that engages over a lock-pin 
with cam action to secure, seal and relieve door 
weight is offered to eliminate sagging vending ma- 
chine doors. 

Developed and tested by foundry and vending 
engineers to overcome misalignment of door lock- 
ing devices, the new door catch is constructed of 
extremely durable materials and is claimed to be 
simple to operate with a hex-head crank. 

Complete information concerning this door catch 
may be obtained from the Silver-King Corp., Aurora, 
Ill. 
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Important $AVING$ For You! 








See our Exhibit at ABCB Exposition 
BOOTH 1223 


ALL-STEEL 
PALLET-LOADING 
Bottlers’ Body... 











Designed to deliver important econ- 
omies in your delivery operations! . . . 
All-steel construction . . . electrically 
welded . . . extremely light-weight . . . 
designed to fit your needs! 





MURPHY Bodies available for three pallets and hand loading combina- 


° tion as shown above . . . or for complete pallet loading if you require 


Builders of Specialized 
Truck Bodies Since 1935 


° PROMPT DELIVERY ON ALL ORDERS! 


MURPHY BODY WORKS, INC. 


it . . . Specifications and prices upon request. 


HERRING AVE. Phone 7-1146 
WILSON, NO. CAROLINA 

















dependable CARAMEL coloring 


bpySETHNES PRODUCTS 


COMPANY 
“a little goes a long way’”’ 


Your customers, through experience, have learned that they can depend upon you 
for product excellence. We are proud of the fact that Sethness, too, has earned a 
reputation for unsurpassed quality and dependability. Our pledge to you is to 
continue bringing you the brilliantly clear, free-flowing, acid-proof Caramel 
Coloring that has made the name, Sethness, mean uniform, dependable Caramel. 


Sethncas PRODUCTS COMPANY 33°, "s,2iction stent, chisege 22, 0 
41-15 29th Street, Long Island City 1, N.Y. 








Setting the Standard 
Since 1880 























"Aces in Cases’’—FOR OVER 50 YEARS 


NS TREEN 


r= 
BOX 
COMPANY 





















TREEN QUALITY 
BEVERAGE | CASES | 














| PALLETS | 


for any stacking or 
warehousing problem, 
engineered and manufactured 
to your requirements. 





manufactured in any style or size to specifications 
for all your delivery needs. 


‘e 

C6 > | TREEN QUALITY 
“Me 
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TIOGA & MEMPHIS STREETS ¢ 2.09 i011) Gk? ay 




















SEE US AT Booth 1142 
ABCB CONVENTION 


GET YOUR LUCKY PRIZE NUMBER 


& Y 
TAS, MR 


5 MENDOUSLY 
AL - THAT ADDS TRE 
G HAS MAGIC EYE APPE APPEAL 


oSrets Grn TO THE IMPULSE - BUY - 
wi aS ACKED WITH SALESMANSHIP 


CP 
* 





Are You Having 
FOAMING difficulties? 


TRY FOAMEX-27 


a non-toxic foam retarder. ... You use 1 oz. 
to 100 gallons of finished product... and 
say “good-bye” to your foaming problems! 


ROSS LABORATORIES 


4212 Lee Rd., Cleveland 28, Ohio 














For over 30 years...FAMOUS FOR 


GINGER ALE 


MONTE CRISTO - --- THESCO 


-— two favorites with bottlers who want the best! 
A Full Line Of Distinctive Quality Flavors 


THEALL & PILE, INC. fev eay St 
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A Half-Century 
Bottling Soft Drinks 


(Continued from Page 111) 





nounced that his firm expects to surpass the pro- 
duction record set in the last 12 months. Expanded 
facilities in all phases of production will help 
increase the output. This year, too, improved equip- 
ment designed especially for the bottling of No-Cal 
will help boost production to keep up with the grow- 
ing demand by the girth-conscious public. 

An ambitious ad program of national and inter- 
national proportions, including use of newspapers, 
magazines, radio and TV, billboards—encompassing 
a budget of $1,000,000—will carry the message of 
No-Cal. 

The roots of the Kirsch beverage firm almost 
goes back as far as the marriage of syrup and “fizz” 
water. The founder of the firm, in the ’90’s began 
making fruit syrups in Europe. His superior prod- 
ucts were soon marketed throughout the Continent. 
As all master craftsmen of his day were wont to do, 
Hyman Kirsch branched out into the ““New World.” 

In 1904 he came to Brooklyn. In those days any 
new enterprise was founded more on effort than 
capital. The Kirsch Beverage Company was no ex- 
ception. He started out in a small 14 by 30-foot shop. 
He mixed his syrups by hand and managed to bottle 
25 cases a day. His delivery fleet consisted of 12 
horse and buggies. 

For 20 years, Hyman Kirsch was a leading pur- 
veyor of soda to New York’s teeming millions. In 
1923, he was joined by his son, Morris, a freshly 
graduated high school student, in operating his 
ever-growing business. 

Eleven years later, Morris Kirsch became presi- 
dent of the firm. And he helped guide the company 
to top rank among the leading independent bettlers. 
While other beverage companies merchandised 


| 


Smart promotion has helpe? NO-CAL climb to the top in 
sales. Here Morris Kirsch appears to be enjoying himself 
as he invades the private dressing room of several models 
featured in the Broadway hit show, “The Fifth Season.” 
Midge Ware, the NO-CAL Girl, also a feature player in 
the show, is shown next to Mr. Kirsch. 





quantity, the Kirsches adhered to quality and its 
control. 

It was one of the few such firms to operate its 
own full-scale laboratory. This devotion to continu- 
ous clinical analysis of what it was putting into its 
product paid off handsomely later on. 

Publicly, the Kirsches continued bettering the 
regular output of Kirsch Beverages. Privately, they 
devoted much of their time and money to philan- 
thropy. Both father and son were zealous patrons 
of many charitable institutions. But their favorite 
activity evolved around two Brooklyn hospitals. 

Without fanfare they had been working on the 
possibility of developing a soft drink which could 
be enjoyed by diabetic patients at the two hos- 
pitals. It was their pet project and they knew it 
must be a product totally devoid of sugar—some- 
thing never successfully achieved before in making 
acceptably-tasting soft drinks. 

The big hurdle was the need for a new sweet- 
ening agent. It would have to taste as good as 








<n - _ MAXIMUM COLORING STRENGTH 


CARBONATED BEVERAGES 


WEST COAST: H. R. LAIST COMPANY 


‘ 


7 


edi $\ GUARANTEED UNIFORMITY 
3 e\ EASY TO MIX 
: 


5.39 FORTY-SIXTH AVENUE, LONG ISLAND CITY 1, N Y 


PLANTS: LONG ISLAND CITY — LOUISVILLE, KY. er D..D. WILLIAMSON & CO., Inc. 


Diy \ecom: inc y iia 7 lal iaema las 


1901 PAYNE STREET, LOUISVILLE, KY 


National Bottlers’ Gazette 






























sugar, yet have none of its calorie-boosting char- 
acteristics. Several artificial sweetening agents were 
tossed out during the early experimentation. They 
had medicinal after-tastes. 

Morris Kirsch called in Abbott Laboratories to 
assist with a sugar-free formula. After months of 
work, agreement was reached on Calcium Cycla- 
mate. It was perfection. No after-taste, strictly 
without a stray calorie in its composition. 

With the initial output in food stores on a tenta- 
tive basis, the Kirsch firm thought it might receive 
enough orders to make the production of No-Cal 
worthwhile. They even put it in “no deposit-no 
return” bottles to eliminate the costly operation 
involved in returning empties. 

The result was an overwhelming acceptance of the 
new beverage which had little or no advance adver- 
tising. What was thought to be a limited market, 
turned out to be an untapped sales source. The 
demand came primarily from weight-watchers. 

American had become increasingly calorie-con- 
scious and was creating a void around the waist- 
line and an emptiness that no soft drink had yet 
filled. Kirsch’s No-Cal met the challenge! 


* * * 


Competition Keen for Trips to Europe 
in Dad's Bottler Contest 


Two of Dad’s bottlers and their wives will be on 
their way to Paris and many of the other capitals 
of Europe soon—and another pair will be heading 
to sunny Mexico with their 
knows yet who they will be. 

As part of the “New Horizons 


wives—and nobody 


” contest for its 
bottlers, Dad’s has come up with an imposing list 
of prizes for their bottlers who are showing the 
best gains in 1954 over their previous year. Included 
are not only all-expense-paid trips for the top bot- 
tlers in every category—but a wide range of “take 
your choice” awards of valuable merchandise prizes, 
which have a total value of well over $13,000. 
“In order to be fair to everybody,” says Tobin 
C. Carlin, National Sales Manager of Dad’s, ‘‘we 
have set up the awards so that small town bottlers 


” 





-*=° TAYLOR 


"Better-Built" Soaker Loaders 
at BOOTH 836 
TAYLOR OFFERS UNSCRAMBLERS 
FOR ALL DOUBLE-END WASHERS 
WITH AUTOMATIC ACCUM-O-FEED 
HANDLES SPLITS TO QUARTS 


BOTTLERS APPLIANCES INC. 


DISTRIBUTORS — SALISBURY, N.C. 
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have just as good a chance as the fellow from the 
big city whose volume is really high. Our prizes 
are going to be awarded in each of two population 
categories, and they provide for awards not only 
on the basis of the largest case sales increases, but 
prizes for the greatest percentage of gain over last 
year, as well. We know that everybody can’t win 
the top prize in every category, so we have set up 
really attractive second, third, fourth and fifth 
prizes in each group as well.” 


Squirt Company Holds Sales Meeting 
for District Sales Managers 

Squirt Company District Sales Managers 
other executive have just completed a meeting in 
Phoenix to review local marketing conditions and 
sales programs. Vice President and Sales Manager 
Bill Jay reviewed sales goals for 9541, while Presi- 
dent Herb Bishop and Van Littlefield, Chief Chemist 
of The Squirt Company, called attention to product 
control. 

DSMs attending were: 
Tom Kirkpatrick, Carl Hoffman, 
Latch, Chink Sopher, Roy Welch, 
and Glen Young. 

Jim Keefe Secretary-Treasurer, 
Advertising and Sales Promotion Manager, 
Lowry, Assistant Sales Manager, and Gene Harring- 
ton, Squirt Company advertising agency principal 
were active participants at the meeting. Also on 
hand were Field Sales Manager Ed Jones, Roy 
Hugh, Field Technical Advisor and Ed Kitterman, 
Plant Manager. 


and 


Sam Felder, Ted Grounds, 
Will Huber, John 
Jack Woodland 


Hugh McKellar, 
Ernie 


Add New Orange-Crush 
Franchise Bofttler 
The Orange-Crush 
welcome to the Coca-Cola Bottling Company, 
dan, North Carolina, as a member 
Orange-Crush family of franchised bottlers. 


extended a 
Mayo- 
of the 


Company has 
new 


Miss Irene Money is general manager of the 


company and Chan Horne is regional supervisor 


with Jack Welch serving as territorial manager. 








SEE YOU 
AT THE SHOW! 






SEE YOU 
AT THE SHOW! 


Dr. Sweits 


corre. 


SEE YOU 
AT THE SHOW! 


ROOT BEER 













NULOMOLINE 
ugar 





Bottlers!—Here's your oppor- a 
tunity to get in on "SUGAR- 
FREE” profits! Les-Cal_ is 
launching a concentrated ad- 
vertising and marketing 
program designed to make it 
the leader in its field. Here's 
an opportunity to make your 
line complete! Write today for 
franchise information — no 
obligation of course. 











@ 8-Flavors! 
@ Non-Fattening! 
@ No Deposit Botties! 


SALES COMPANY 


371 East 160th Street 
New York 56, N. Y. 





SEE US AT ABCB CONVENTION ... BOOTH 729 








The quality liquid sugar 
for quality products...always uni- 
form...made by a manufacturer 
with over 40 years of KNOW-HOW 
and exacting standards. 


CONSIDER THESE ADVANTAGES: 


e@ Controls batches 
e@ Decreases labor costs 
e@ Increases production 


@ Eliminates bag dust, 
lint, and sugar 
Spillage 


TANK CARS 
TANK WAGONS 


Order direct or 
through your 
Sugar Broker 


on he 
sie lal Let S ee 





NULOWOL 





THE NULOMOLINE DIVISION 


AMERICAN MOLASSES COMPANY 
120 WALL STREET, NEW YORK 5, N. Y. 
Plants at 
Brooklyn, N.Y. « Chicago, Ill. « Los Angeles, Cal. + Montreal, Canada 
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Get in the Spirit! 


BOTTLE "'76"' — AMERICA’S QUALITY 
LEMON-LIME FAVORITE. WRITE 
FOR COMPLETE DETAILS 








Technical 


DIAMOND 


TECHNICAL 
SERVICE 


DIAMOND 


ete = SAVE SO) 


It can pay you to call in the DIAMOND 
recommend more economical methods, 
newer cleaners that can save you 


money. This service is free. Call your 
nearby DIAMOND sales office. 


DIAMOND CLEANERS 


Cleveland 14, Ohio 


Serviceman, Often he can 


La 
DIAMOND 


> 


CHEMICALS 
® 









ALKALI CO. 














SPECIAL 
ANNOUNCEMENTS 








SCHOOL 
WILL SELL YOUR BEVERAGES! 


SHARP & CO. Inc., 320) oax crove-pauas 4, Texas 











First in FLAVOR! 
A-1 COLA BASE CONCENTRATE 
“The Cola of Superior Flavor” 


write for free samples to 


CLOISTER LABORATORIES, INC. 
612 No. Orleans Street Chicago 10, Ill. 





FOR SALE 
12-Spout Red Diamond Filler. 
8-Wide, 2-Comp., Single-End Split to Quarts 
. - « 2 Liquid Auto-Rotary Labelers ... 1 
Oslund Rotary Labeler ... Syrup Filter... 
Sand Filter . . . Paper Disc Filter. 

We Build Bottie Conveyors to Your Specifications. 

MICELI EQUIPMENT CORP. 

2038 Bergen St. Brooklyn 33, N. Y. 


Sell MORE... 


WITH 


QuiKold 


BEVERAGE 


COOLERS 


STANDARD OF QUALITY FOR 
(az OVER 26 YEARS ! 
Ne ICE AND ELECTRIC—MODELS 


TYPES AND SIZES FOR EVERY NEED! 


S.&S. PRODUCTS, INC. + Lima, Ohio AS 


136 


CLASSIFIED 
ADVERTISING 











RATES AND GENERAL 
INFORMATION 


@ For sale, Exchange and Wanted 
Advertisements are available at the 
following rates: 25 words, $1.50 each 
insertion; 6c for each additional word. 
Address of box number is not included 
in word count. A number, or group of 
numbers is considered as one word. 


e Orders for classified advertising 
must be accompanied by payment. 


@ Those advertisements which do not 
comply with the established headings, 
or which advertise new products or 
services are not acceptable. The Edi- 
tors reserve the right to change or 
reject any advertisement submitted 
for these columns. 


e In answering advertisements, please 
take notice that letters must be sent 
to the box number, initials, name or 


address, given by advertisers. 


@ Please Note!—The N. B. G. assumes 
no responsibility for condition or de- 
scription of items listed in this section. 
All information is furnished by the 
advertisers. 

















(TRADE MARK REG) 






¥) SECTION STATIONARY 
Mey Sise'View BOTTLE 


Eliminate loss of 


the public. 
Have long life. 








HOW IT WORKS 





on your equipment purchases 


Late model fully reconditioned 


USED EQUIPMENT 


that's as good as new! 


WRITE, WIRE OR PHONE TODAY! 


BUCKNER EQUIPMENT CO. 


Liquid Handling Materials and Equipment 
3024 South Wabash Ave. -» Chicago 16, Ill. 
———— Phone DAnube 6-1344 








/ OPENERS 


bottles and conte 
Prevent danger to 


Brown Manufacturing Co., Inc. 
NEWPORT NEWS, VA. 


CLASSIFIED 


ADVERTISING 








FOR SALE 


Business Opportunities, Bottling Establishments 


FOR SALE.—Long established large bottling 
plant in Southern California doing active business ; 
very modern equipment; for reasons of health will 
sacrifice for about 50% of recently appraised value ; 


BOX No. X.Z,. 961 11.-1. 


FOR SALE.—Money making bottling plant 70 
miles from New York City; franchise for a com 
plete line of famous beverages, up to date 130 
c.p.h.; automatic machinery 5 trucks $46,500.00; 
terms, building optional BOX No. X.X. 959 


FOR SALE.—Completely modern bottling plant, 
including three leading franchises, including flav 
ors; prices $1.20 for 7 oz. and 8 oz.; $1.40 for 
12 oz.; sixty cents deposit; all modern equipment ; 
five trucks covering four counties in the central 
part of Wisconsin; selling due to illness; located 


in brick building on highway within city limits; 

will sell or rent building; write only if interested 

for further information; BOX No. Y.¢ 965 
11.-2 








FOR SALE 


Bottling Outfits, Bottles, Boxes, Machinery, Materials 


Good condition, disc polishet 


FOR SALE. 


$90.00; large dealkalizer $275.00; HIRES BOT 
rTLING CO., 8901-13th Ave., Kenosha, rise 
11.-1. 


The World’s 
Best 
Opener 


nts. 


er 





SPECIAL 
ANNOUNCEMENTS 





FOR SALE.—F.O.B. Brooklyn, New York; 3 
bottling units, all operating; No. 1, 1 Cem 40 1938 


new crown column, new Reeves drive; 1 Meyer 
Dumore washer, 4 compartments, 12 wide, quarts, 
pints, nips, 1988; 1 Cem saturator, type B, 1,000 
gallons; 1 Cem mixer, accumulating table, con 
veyor; No, 2, 1 Cem 40, 1948; 1 Meyer Dumore 
washer, 4 compartments, 12 wide, nips, 1939; 1 
Cem saturator, type B, 1,000 gallons; 1 Cem 
mixer, conveyer; No. 3, 1 Meyer Dumore pre 
mix, 24 spout, model HP-860, 1942; 1 Meyer 
Dumore washer, 12 wide, 4 compartment, model 
112%, splits, 1942; 1 Mojonnier Carbo-Cooler, 
model 102, 14 ton, 5 x 5 compressor, two speeds; 
1 air compressor, Worthington, serial no. 50002, 
200 Ibs 5 hp motor; Deaireator unit, Syn 


BOX No. Y.Z. 


crometer unit, cloth water filter; 


962 11 





1301 Grand St. 


NOVEMBER SPECIALS!!! 


5,000 cs. 30/7 oz. FLT. ACL *"MR. GRAPE" 
5,000 half-depth cases 10-oz. ACL ‘'FRISCO"' 
8,000 ctns. 24/7 oz., new fit., stippled, one-way. 
200 gr. 7-oz. ''Zimba Kola'', 8"' ht. 
350 gr. 7-oz. new plain "'GRAPETTE"’ style 
2,500 gr. 7-oz. amber plain bottles. 
20,000 ctns. 24/8 oz. eg. sodas, 7'/2"" ht. 
700 gr. amber 9 oz. Itd. ""REDTOP'', 9'/2"" ht. 
700 gr. fit. 10 oz. ACL ‘'Richardson"’ Root Beer. 
35,000 ctns. 24/12 oz. new fit. one-way bottles. 
100 gr. 28 oz. ACL sodas, 11'/2"" ht. 
5,000 full-depth cs. 28 oz. sodas, 1134"" ht. 
150 gr. 32 oz. ACL sodas. 


1. BASKOWITZ BOTTLE CO., INC. 
Brooklyn 11, N. Y. 





Anchorglass 
BEVERAGE BOTTLES 


All Standard Styles 
and Sizes 

in Crystal, Amber 
and Green 


| WITH APPLIED COLOR LABELS 
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Chas. S. JACOBOWITL Corp 


JO7) MAIN ST. - BUFFALO 1G NY + AMMERST 2400 


Meet us in 


PHILADELPHIA! 


We'll all be in 
BOOTH 316 


at the A.B.C.B.—Nov. 15-18 


Arnold Jacobowitz, Pres. 
Maurice Osterman, Sales Mgr. 
Samuel Greenberg, Field Mgr. 
Carlos F. Quellos, Supt. 





Senuing American Industry gor over GO Years 











WHAT YOU NEED FOR... 
BETTER CASE REPAIRS! 


e BEVERAGE CASE NAILS: 


1/2" LONG—12 GAUGE WIRE 


OVAL HEAD—BARRED BODY from head 
to center. 


@ CEMENT COATED (Cement coating adds to 
holding power in both new and old wood 


and provides additional protection against | 


corrosion.) 
WILL NOT BREAK IF BENT 


PACKED IN 100 POUNDS KEGS. Or, 25 and 
50 pound cartons. 


¢ BOX STRAPPING 
BRING YOUR BOXES BACK ALIVE! 


Reinforce your old and weak beverage 
cases with galvanized Rolled-Edge Box 
Strapping 5/8" wide; in rolls from 60 to 
80 pounds. 


"ONE-WAY" BOX NAILS 


Once in the wood, they're there for good. 


the holding of wood screws. 
@ They increase life two to three times. 


Cannot work up or pop out. 


They cost a little more than ordinary nails, 


but they eliminate renailing expense. 


@ Oval head—12 gauge wire—1-1/2" long. 


Write for samples and prices. 


S. ERVIN DIEHL, JR. 


1300 N. FRONT ST. 
Phone: NEbraska 4-0686 


Made up of annular barbs which give them 


PHILA. 22, PA. 
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CLASSIFIED 
ADVERTISING 








ATTENTION OF DISTRICT SALES 
REPRESENTATIVES 


LOOKING TO MAKE A CHANGE? 


If so, you may have in the next season and in 
many more to follow a great interest in obtain- 
ing sales’ rights on protected territories to sell 
AMERICA'S FINEST AND MOST COMPLETE 
LINE of electric beverage coolers. 

If you are the high type of sales representative 
that can completely handle a sales territory— 
contact us for early possible interview. 


Write fully to:— 
BOX 3500 
c/o National Bottiers' Gazette 
9 East 35th St., N. Y. C. 16, N. Y. 























WANTED! 
SALES-PROMOTION MANAGER 


A leading soft drink manufacturer seeks an aggressive 
and dynamic young man with proven sales and promo- 
tional talents. This man may have experience in any 
kindred line. He is needed to assist in further expand- 
ing sales and to work himself into a top management 


position with the firm. Reply fully in writing. 


Box 964 
c/o NATIONAL BOTTLERS' GAZETTE 
9 E. 35th St. 


New York 16, N. Y. 








FOR SALE.—1 4 compartment 12-wide Meyer 
washer in good operating condition; 1 40 spout 
Liquid filler; both of these units ran steadily, until 
December 3lst at whicn time they were taken out 
for a larger equipment installation; GOLDEN 
AGE BEVERAGE CO., 600 E. Exchange St., 
Akron, Ohio.—1.-tf. 


FOR SALE.—Beverage trucks, in good running 
condition, with Herman deck bodies, 156 to 240 
case bodies, for quick sale; write or wire PEPSI- 
COLA BOTTLING CO., 1080 E. New York 


Street, Indianapolis, Ind,—10.-1 


FOR SALE.—TIwo World automatic labelers, 


one left, one right, fully reconditioned, all set to 
go on 16 oz. bottles, body, neck and foil; one 
Standard Knapp case packer with pint grids, serial 
no. 830-305; one 8 head Crown Cork and Seal 
Jumbo Crowner, model E, serial no. 732; BOX 


No. X.Y. 960.—11.-1 


FOR SALE. 10,000 4 pocket Coca-Cola cases 


for 6 bottle cartons, standard specifications with 
louble ends for automatic packing; all in good 
condition, as they have only been slightly used; 


will sell any quantity at attractive price; call o1 

write; F. E Lind, THE LA. COCA-COLA 

BOTG. CO., LTD., New Orleans, Louisiana 
11.-1 


FOR SALE,.——-Complete 


pint bottling line 


can be seen in operation until about December 1, 
1954, consisting of 1 Geo. J. Meyer No. 616 

pint 6 compartment soaker; 1 Liquid 40 spout low 
pressure filler with Delux trim; 1 Worthington at: 
compressor; 1 Liquid 8 head crowner; 1 Liquid 50 
head spinner mixer; 1 Liquid Lifetime Magic giant 
carbonator 500 gal. capacity; 1 Red Diamond 
water cooler; 1 Carrier Freon compressor for water 
cooler; 1 Miller type “G”, 36 in. empty bottle in 
spection light; 1 Miller type “F’’ full-bottle inspe« 
tion: 1 Mojonnier syrup cooler capacity 115 gal 
per hour; 1 York 3 hp compressor for syrup 
cooler; 1 Carrier evaporative condenser; 1 Stand 
ird-Knapp 4 lane packer; 27 ft. of Delux bottle 
conveyor; 15 ft. of standard bottle conveyor; 
1 Deluxe revolving disc bend, This equipment ts in 


excellent condition being replaced by larger equip 


ment: BOX No. Y.D. 966 11.-1 


FOR SALE.—Taylor case unloader, brand new 
in original crate; no reasonable offer refused; 


BOX No. Y.B. 963.—11 





| 
| 
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CLASSIFIED 
ADVERTISING 





FOR SALE.—Sales managers, managers here is 
a chance to get ahead and own your own plant; 
one of top franchises, complete line; population 
170,000 in Louisiana ; good trucks and equipment, 
sales 200,000 and increasing ; you can purchase this 
plant for a_ small down payment and balance over 
a long period.—BOX X K 946.—9.-3. 


FOR SALE.—Jumbo 7 head crowner, model E. 
—PERRY EQUIPMENT CORP., 1419 N. 6th 
St., Phila., 22, Pa.—9,-t.{, 











HELP WANTED 


Foremen Helpers, Practical Bottlers, Salesmen 








HELP WANTED.—Salesmen wanted; old es- 
tablished flavor house wants men; will consider 
side line or full time.—S, F.,. BOX 809.—7.-tf. 








HELP WANTED.—Representative now calling 
on bottling plants to sell Root Beer extract ; proven 


demand; write; BOX No. X. C. 938.—8.-1. 


HELP WANTED. — Old established concern 
has opening for sales manager with successful 
record in opening and handling franchised bot 
tlers; state age, experience and approximate sal- 
ary; ali applications held confidential; BOX No. 
X: R. 958.—10.-3. : 


HELP WANTED.—<An aggressive sales super 
visor to take over sales organization for a five truck 
operation; wages would also include percentage of 
the profits of the plant; plant showing 25% in 
crease this year over last; man must be sober 
and willing to work with a future in mind; BOX 
No. Y.E. 967.—11.-2, 








WORK WANTED 


Situations — Salesmen, Bottlers, Foremen, Helpers 





POSITION WANTED.—Young man, unusual 
background with bottling experience desires posi- 
tion and agreement with established national fran- 
chise plant to learn business and territory to 
eventually purchase fully or have controlling in- 
terest; prefer east or south but will consider any 
aggressive location. BOX No. W. K. 921.—7.-3. 


POSITION WANTED.- ~General or sales man- 
ager ; have «0 years experience in the bottling 
business ; 15 years as sales manager, 10 years as 
gy me gh bg also consider position 
Ww =. Suppher to e bevera 8 dus é . ‘ 
mahi” CCC 


POSITION WANTED.—Sales manager, mana- 
ger or beverage base salesman; 25 years experience 
as sales manager, manager ,top cola franchises 
and Nesbitt Orange; excellent methods of mer- 
me Naas $5,000.00 up; BOX No. X. F. 941. 


POSITION WANTED.—As plant superintend- 
ent in a large bottling plant; over 12 years ex- 
perience in Cem system of bottling; also experi- 
oo in er Pie Mix, electric eyes, Standard 

napp packers; wi locate anywhere; write; 
WILLIAM D. WARD, 605 W. Maryland St., 


Evansville, Indiana,—8,.] 


POSITION WANTED. General manager, 
sales manager; several years experience; parent 
and franchise; good knowledge of large vending 
operations ; will consider parent company or sup 
pliers representative; now in east: BOX No. X. U 
956 10.-1 
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A.B.C.B. Exposition © November 15 - 18 


Be Sure To Visit Us! 
FOR QUICK ACTION!... 


If you want to buy reliable 
used equipment, come in to 
see us....If you want to dis- 
pose of your surplus equip- 
ment at the Show, let the 
AIDMON "TRADING POST" 
do it for you!... 


Ask about our "Convention 
Specials" ... See us about 
Rebuilt and Guaranteed 
Towmotor and Clark Fork- 
lift Trucks—2000 - 6000 Ibs. 


SHOWN FOR THE FIRST TIME! 


We'll have on display a 
new 500-gallon stainless 
steel carbonator. 


Visit our rooms at the 
Benjamin Franklin Hotel 







PosT 
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BOTTLE & SUPPLY CO., INC. 


7615 Third Ave., Brooklyn 9, N. Y. 
BEachview 8-3450 
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BOTTLE SPECIALS! 


20,000 cases Plain flint 12 ounce cap. Miller Hi Life 
and packed 


shape botties. 10/2 ounce weight 
to a paper fibre board sarton. 
4,000 cases Plain flint 12 ounce ca 
shape bottles. 12 ounce Ds ons ed 24 to 
@ poper fibre board carton 


15,000 cases plain amber 7 ounce cap. steinie shape 
bo ed 24 to a paper 


es. 10 ounce weight k 
fibre board carton. sce te 


1,250 gr. 62 ounce emerald green beverage bottles 
smali initial on neck packed in paper crate 


service cartons. 


The above bottles are priced very reasonable. 
Samples on request. 


SIGNER BOTTLE SUPPLY COMPANY 


Wilstach & Dalton Ave., Cincinnati 14, Ohio 


2? oe 





POSITION WANTED. Experienced sales 
executive of proven ability; armed with 20 years 
experience national brewery and soft drink fran 
chise company with whom presently employed ; 
equipped for training bottler personnel in produc- 
tion, distribution, advertising, merchandising and 
management; BOX No. X. V. 957.—10.-1. 








WANTED TO BUY 


Bottling Outfits, Bottles, Boxes, Machinery, Materials 


WANTED TO BUY.—Enmpty cotton sugar bags 
W ented, any quantity and from any place, Canada 
yr U , advise price wanted; TRANS-CANADA 
P RODU ( TS REG’D., 1297 ith Avenue, Ouebec, 
Canada,—11.-1. 


STATEMENT required by the Act of August 
24, 1912, as amended by the Acts of March 3, 1933, 
and July 2, 1946 (Title 39, United States Code, 


Section 233) showing the ownership, manage 
ment, and circulation of National Bottlers’ Ga- 
zette, publis nee monthly at New York, N. Y., 
tor Oct. oA. 

1. The names and addresses of the publisher, 


editor, managing editor, and business managers 
are: Publisher, Keller Publishing Company, 9 East 
35th St., New York 16, N. Y.; Editor, M. he 
Becker, 9 East 35th St., New York 16, N. Y.; 
Managing editor, None; "Business manager, S. R. 
Kaplan, 9 East 35th St., New York 16, N. Y. 

2. The owner is: (If owned by a corporation, its 
name and address must be stated and also imme 
diately thereunder the names and addresses of 
stockholders owning or holding 1 percent or more of 
total amount of stock. If not owned by a corpora 
tion, the names and addresses of the individual 
owners must be given. If owned by a partnership 
or other unincorpor ated firm, its name and address, 
as well as that of each individual member, must be 
given.) Keller Publishing Company, 9 East 35th 
St.. New York 16, New York: Belle S. Keller, 
9 East 35th St., ap York 16, New York. 


3. The known ondholders, mortgagees, and 
other security hol ~ rs owning or holding 1 percent 
or more of total amount of bonds, mortgages, or 
other securities are: (If her e are none, so state.) 
None. 

4. Paragraphs 2 and 8 include, in cases where 


the stockholder or security holder appears upon 
the books of the company as trustee or in any 
other fiduciary relation, the name of the person or 
corporation for whom such trustee is acting; also 
the statements in the two paragraphs show the 
affiant’s full knowledge and belief as to the circum 
stances and conditions under which stockholders 
and _ security holders who do not appear upon the 
books of the company as trustees, hold stock an 
securities in a capacity other than that of a bona 
fide owner 

5. The average number of copies of each issue 
of this publication sold or distributed, throug} 
the mails or otherwise, to paid subscribers during 
the 12 months preceding the date shown above was 
(This information is required from daily, weekly, 
semiweekly, and triweekly newspapers only.). 


BELLE S. KELLER. 
(Owner) 
Sworn to and subscribed before me this 21st 


day of September,194. 
IRENE V. HETSSENBUTTEL., 
Notary Public in the State of New York 
Qualified in Queens County 
(My commission exnires March 30, 1956). Cert 


filed with N. Y. Co. Clk’s & Reg’s. Off.) 


~ SPECIAL 


ANNOUNCEMENTS 








FOR SALE 


CEMCO 50 Spout Beer Filler 

ERMOLD 8-Wide Labeler 

ERMOLD 6-Wide Labeler 

OSLUND automatic Duplex Rotary La- 
beler, unused since it was rebuilt in 
1948. Feeds right to left. Now set up 
for body label on 12 oz. bottles. 
LIQUID Quart Washer, 16-Wide, double 
end. 


PERRY EQUIPMENT CORP. 


1419 N. 6th Street Philadelphia 22, Pa. 




















WE WANT TO BUY 


Surplus Bottles, Boxes, Partitions. 


WE HAVE SURPLUS FOR SALE 


Contact us for Samples & Prices. 


PENN BOTTLE & SUPPLY CO. 


5619 Cherry Street Phila. 39, Pa. 








WE BUY—SELL & EXCHANGE 
BOTTLES ... CASES 


Any type .... large & small Quantities. “An 
exchange can be arranged"—contact 
S. M. AIDMAN, Sales Mgr. 


STATE BOTTLE COMPANY 


6201 Scovill Ave. Cleveland 4, Ohio 
HEnderson 1-7177 








ALWAYS BUYING 


Seda Water Tanks—Block Tin Tubing — 
Syphon Tops. Get Our Prices First! 


RELIANCE LEAD SOLDER & BABBITT CO., INC. 


399 Genesee St. Buffalo 4, N. Y. 
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Talk of the Trade 


(Continued from inside front cover) 





and again. Within the last two years, localized 
co-op campaigns have started up in a half- 
dozen different States, geared to such themes 
as soliciting the return of emtys, stressing 
bottled soft drinks as profit-producers for 
food stores, advocating the bottled soft drink 
in place of the can, explaining price rises in 
some areas, and fighting adverse propa- 
ganda. The thought now seems to be that 
many of these objectives, plus positive 
promotion of soft drinks to offset competitive 
products like the juices, home sirups and like 
items, can be combined into a national cam- 
paign. As yet, there has been no move in the 
direction of combining existing co-op adver- 
tising into one program; such a development 
is not likely in view of the wide areas of dif- 
ference in the sponsoring groups. Something 
like this is obviously needed and soon, but the 
difficulty lies in raising the millions of dollars 
needed equitably among all bottlers, franchise 
companies and the allied trades. Meantime, 
A.B.C.B. has given over a substantial portion 
of its national convention program time to 
discussion of past and present Public Rela- 
tions work. The subject of a national coopera- 
tive campaign is certain to be advanced; in 
fact, at least one state association has for- 


mally moved in that direction. 


The bottler as an important business entity has 
been gaining prominence in the past few years, 
with stories about individuals, companies and the 
industry appearing frequently in the business 
press and newspapers. Now comes what is a new 
zenith in our social standing. In a new play on 
Broadway which gives every sign of being a hit 
“Reclining Figure’’—one of the chief characters 
is a millionaire with enough money to buy old 
masters. His dealings with a couple of sharp art 
dealers is the theme of the play. The tycoon’s 
fortune is based on his making and selling a sof! 
drink called “‘Tingle’’! 


“Forbes” Magazine, in its October issue, 
published a special article analyzing the finan- 
cial positions of such companies as Coca-Cola, 
Pepsi-Cola, Canada Dry, Nehi Corp. and Dr. 
Pepper. Included were observations and com- 
ments on the dietetic drink and canned bever- 
age situations. We found fault with the news- 
paper advertisements concerning the issue, 


which referred to bottlers as “carbonators.” 


Pfizer for Citric? & \— 


yes, and lots more... / 


it’s your single source 


Pfizer Citric Acid U.S.P., Anhydrous or Hydrous, 
gives your beverages the “tang” they need for 
consistent sales. 

Pfizer Tartaric Acid U.S.P. accents the natural 
flavor of the grape. Pfizer, first to manufacture 
Tartaric Acid in the U.S. nearly a century ago, 
is your basic source. 

Pfizer Sodium Citrate U.S.P. is widely used in 
club soda and other carbonated beverages because 
of its pleasant, cooling taste. It is ideal for con- 
trolling acidity and aiding in carbonation retention. 
Pfizer Caffeine U.S.P.is a product of high purity 
that results in uniform flavor in your beverages. 





FOR ALL THESE BOTTLING NEEDS 


This purity is evidenced by its brilliant whiteness 
and sharp, well defined melting point. 
Pfizer Vitamins for Beverages can be an important 
factor in the sales success of your soft drinks. 
Vitamin Bi and Vitamin C (Ascorbie Acid) are 
already being used by leading bottlers. 
Pfizer Sodium Benzoate U.S.P. in flake or powder 
forrn simplifies handling, mixes easily, offers effec- 
tive protection against mold, bacteria and yeast 
development. 

The next time you’re in the market for any of 
these products, check with Pfizer for prompt atten- 
tion to your particular needs. 


CHAS. PFIZER & CO., INC. 
CHEMICAL SALES DIVISION 


630 Flushing Ave., Brooklyn 6, N. Y. 
Branch Offices: Chicago, IIl.; San Francisco, Calif.; 
Vernon, Calif.; Atlanta, Ga 


Manufacturing Chemists for Over 100 Years Pfizer 











¢ « e but you'll eventually 


settle on JACKSON, MICHIGAN 


for a GI N (SER to your Wiking 


If you're shopping for improvement . . . its makes good 
sense to come to a house that has specialized in fine ginger 
blends . . . smoothed with citrus goodness . . . for 70 years. 


te bee 
“_— s. Jenks 


JACKSON, MICHIGAN 








We'll see you at the ABCB Exposition 
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